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Now that Miss Pennington is suinz 
an advertiser who says she is 39, 
J. M. C. suggests that at last will be 
found the answer to the old, old 
question, “How old is Ann?” 


* * * 


Walter Winchell says that Lord & 
Thomas and Logan spelled it “vocal 
chords” in some street-car advertis- 
ing of Lucky Strikes. But the voice 
of a Lucky smoker is just bound to 
be musical, isn’t it? 


* * * 


Rhode Island has more radio sets 
in proportion to population than any 
other state. That seems to prove 
that in addition to being the smallest 
state, Rhode Island is also the 


noisiest. 
* * * 


Miss St. Louis, local beauty queen 
has been demonstrating the Sears. 
Roebuck idea in hosiery at their St. 
Louis stores. And still they call this 
a mail-order house. 


* * #* 


General Foods Corporation has 
been complaining because Colby M. 
Chester, Jr., its president, is often 
referred to as Chester M. Colby, Jr. 
Fortunately, it sounds good either 
way. 

* * * 


The Chicago Women’s Advertising 
Club is conducting a contest for the 
best answer to the question, “What 
is advertising ?”” We know what, but 
when? 

* * * 


A lot of high-powered advertising 
salesmen would pay money for the 
correct answer to the question that’s 
bothering them right now, “Where is 
advertising ?” 

* * * 


Milton E. Bernet says Mrs. Con- 
sumer spends 90 per cent of the 
family funds. And Mr. Consumer 
thinks the estimate is probably a bit 
conservative. 

* * * 


A new window display of the 
American Sugar Refining Company 
is reported to “depict a small boy 
devouring the remnants of a mixing- 
bowl.” Probably “boy” is a misprint 
for “ostrich.” 


* * * 


Under the new Canadian ruling 
against certain American magazines, 
entry has been refused to Gangland 
Stories, Gangster Stories and Gang 
World. It looks as if Canada may 
not be interested in gangster stories. 


* * * 


As part of the ice industry’s suc- 
cessful drive to hold their business 
in the face of the electric refrigera- 
tion industry’s expansion, why no’ 
use a slogan something like this: 
“It’s easier to hold a good maid if 
you have a good iceman.” 


* * * 


Chalmers Lowell Pancoast says 
ADVERTISING AGE is “complete and 
satisfying.” I hope this isn’t steal- 
ing any of Chesterfield’s stuff. 


* * * 


In view of the decline of the once 
mighty Cubs, why not put this post- 
script in the Wrigley chewing-gum 
advertising: “Will pay liberal re- 
Ward for home-run hitter like Hack 
Wilson used to be.” 

Copy Cus. 


LINCOLN PAPERS 
FORM NEW TYPE 
OF COMBINATION 


Competitive Dailies Will Be 
Sold As Unit 


Lincoln, Neb., Sept. 3—A new type 
of newspaper combination was 
formed here this week when the two 
owners of the three Lincoln daily 
papers announced that effective Sep- 
tember 1, space in all three papers 
will be sold as a unit. Most of the 
forced combinaticns in existence 
heretofore have been based on a 
common ownership. 

History is also made in the new 
combination because of its applica- 
tion to both local and national ad- 
vertising. None of the combinations 
existing in the past has made any 
effort to impose restrictions on local 
advertisers. 

The official announcement of the 
new order said “this move was made 
necessary because of business condi- 
tions throughout the country.” 

The Nebraska State Journal and 
the Evening State Journal have 
operated heretofore under a combi- 
nation rate of 11 cents, weekday ad- 
vertisements including insertion of 
the same copy morning and evening 
or evening and the following morn- 
ing, at the option of the advertiser. 


Announce New Rate 


The Lincoln Star, published eve- 
ning and Sunday by the Lee Syndi- 
cate, has also had an 11-cent rate. 
Under the new combination, the na- 
tional rate will be 21 cents. The local 
rate has not been announced. 


Joseph W. Seacrest, who has been 
advertising manager of the Journal, 
will act as local advertising man- 
ager for all three papers. Walter 
W. White, who has been advertising 
manager of the Star, will serve the 
combination as national advertising 
manager. 

The Journal, which has been rep- 
resented in the national field by the 
John M. Branham Company, has 
placed its representation with Cone, 
Rothenberg & Noee, Inc., which has 
represented the Star and now sells 
the unit. 


No change will be made in the 
policies of either of the papers, it 
was indicated. Frank D. Throop 
continues as publisher and J. E. 
Lawrence, editor of the Star. J. C. 
Seacrest continues as publisher, Fred 
S. Seacrest, business manager, and 
Frank L. Williams and H. T. Dob- 
bins, editors of the Journal. 


Merge at Decatur 


Decatur, Ill, Sept. 3—Decatur 
Newspapers, Inc. has been formed 
here to publish the Decatur Herald, 
a morning paper and the Review, an 
afternoon daily. The Sunday edi- 
tion will be published as the Decatur 
Sunday Herald and Review. 


Space in the dailies will now be 
sold on the forced combination basis 
at 14 cents a line. The line rate of 
each of the papers has been 7 cents. 


H. C. Schaub is president of De- 
catur Newspapers, Inc., F. M. Lind- 
say being general manager. B. C. 
Whitsitt is advertising manager; 
F. W. Schaub, business manager, 
and W. F. Hardy, editor. 


Detroit, Mich., Sept. 3—The an- 
nouncement by W. A. Fisher, presi- 
dent of the Fisher Body Corporation, 


that the Fisher Body Craftman’s 
Guild program would be repeated 
in its entirety during 1931-32 was 
also an eloquent commentary on the 
accomplishments of the Guild during 
its initial year, according to H. J. C. 
Henderson, director of advertising 
and sales. 

“The organization was so new and 
its set-up so different from anything 
known heretofore,’ commented Mr. 
Henderson, “that no summary of its 
accomplishment could be attempted 
until the end of the first year. Even 
today, a discussion of its achieve- 
ments is far from final, since the 
entire Guild program is predicated 
on the long pull, frankly sacrificing 
so-called direct returns in favor of 
ultimate results. 

“For Fisher, at least, the Guild ac- 
tivity might well be termed a ‘nat- 
ural.’ Officers of the Guild are con- 
vinced that the program is earning 
extensive good will for the Fisher 
Body Corporation and its product; 
that it is laying firm foundations for 


Fisher Body Takes 
Long Look Ahead in 
Craftsman’s Guild 


friendly relations with the boys who 
will be tomorrow’s motor car buyers; 
and that it is doing genuine good 


One of the four scholarship-winning coaches. 


by promoting interest in fine crafts- 
manship at a time when such inter- 
est has been dimmed by other activ- 
ities.” 

The Guild was organized one year 
ago, and thrown open to boys of 
12 to 19 inclusive, just one official 
activity being named: the éonstruc- 
tion of a miniature Napoleonic coach 
after plans and specifications fur- 
nished by the Guild. 


$50,000 in Prizes 


To the boys best fulfilling these 
conditions before midnight July 1, 
1931, the Guild promised prizes ag- 
gregating more than $50,000. The 
first-award winner in each of the 
Guild’s two age-groups in each state 
was to receive $50 in gold, a trip to 
Detroit, and a chance at the national 
awards — four university scholar- 
ships of four years each. 

The second in each age group was to 
get $50 in gold and have his coach 


(Continued on Page 10) 


James Co., Cleveland. 


Last Minute News Flashes 


Maxon Absorbs George Harrison Phelps 


Detroit, Mich., Sept. 4.—Maxon, Inc., has absorbed George Harrison 
Phelps, Inc., and moved to the latter’s building at 2761 E. Jefferson Ave. 


Sears, Roebuck Appoints Charles Daniel Frey 


Chicago, Sept. 4.—The million-dollar account of Sears, Roebuck & Co. 
has moved to the Charles Daniel Frey Company, which will carry out the 
announced program for the year ending April 1, 1932. 


Firestone Account Goes to Sweeney & James 


Akron, O., Sept. 4.—The Firestone Tire & Rubber Co., now engaged in 
combat with mail order houses, has placed its account with the Sweeney & 


Roberts Is Advertising Director of “News” 


Chicago, Sept. 4.—Col. Frank Knox has appointed Harris A. Roberts 
advertising director of the Chicago Daily News, effective Sept. 12. Mr. 
Harris comes from the New York American. 


430 PAPERS ARE 
CLASSIFIED FOR 
CANADIAN DUTY 


Majority Pay Duty of Five Cents 
a Copy 


Ottawa, Canada, Sept. 3—The De- 
partment of National Revenue has 
issued classifications on 450 United 
States publications of all types. The 
majority of general magazines and 
business papers must pay a duty of 
5 cents per copy. Scribner’s and a 
few others, however, escape with a 
2-cent per copy duty. Most religious, 
medical and financial papers are ad- 
mitted free. 

With the announcement of these 
classifications, many Canadian mag- 
azines began a drive for United 
States advertising. Notable among 
these is the Western Home Monthly. 
Hitherto published at Winnipeg, this 
paper has expanded to the Canadian 
national field under the direction of 
C. D. Stovel, president. 

The following United States pub- 
lications will be admitted into Can- 
ada at a duty of 2 cents per copy, 
under Section 1 of tariff item 184B, 
unbound or paper bound: 

The Casualty Insuror, The Com- 
monweal, Concentrated Milk Indus- 
tries, The Dental Digest, Electric 
Railway Journal News, Farm Me- 
chanics, The Fruit Products Jour- 
nal and American Vinegar Industry, 
Golden Book, Good Furniture and 
Decoration, Home and Field, The 
Library Journal, Life, The Model- 
maker, The Musician, Nautilus Mag- 
azine, Our Navy, The Pathfinder, 
Photo Era Magazine, The Practical 
Druggist and Spatula Consolidated, 
Radio News, Radio World, Red Book 
Magazine, The School Arts Maga- 
zine, Scribner’s Magazine, Silver 
Screen, Style Sources, Surgery, 
Gynecology and Obstetrics, Veteri- 
nary - Medicine, The Violinist. 


At Five Cents Per Copy 


Under Section (II) of tariff item 
184B, unbound or paper bound, at 
five cents per copy: 

Accident and Health Review, Ad- 
vertising and Selling, Aero Digest, 
American Architect, American Bee 
Journal, American Brewer, Amer- 
ican City, American Druggist, Amer- 
ican Golfer, American Hatter, Amer- 
ican Hebrew, American Hereford 
Journal, American Home, American 
Lumberman, American Machinist, 
American Magazine, American Paint 
Journal, American Paint and Oil 
Dealer, American Painter and Dec- 
orator, American Pigeon Keeper, 
American Restaurant Magazine, 
American Review of Shoes and 
Leather, Architectural Record, Archi- 
tecture, Atlantic Monthly, Autobody 
Trimmer and Painter, Automatic 
Age, Automobile Topics, Aviation. 

Bakers’ Helper, Bakers’ Weekly, 
Bankers Magazine, Billboard, Boot 
and Shoe Recorder, Business Equip- 
ment Topics, Business Week, Bus 
Transportation. 

The Canner, Canning Age, Can- 
ning Trade, Carpet and Upholstery 
Trade Review, Chain Store Age 
(administration, drug, grocery and 
general merchandise editions), 
Chemical and Metallurgical Engi- 
neering, Child Life, Cleaners and 
Dyers Review, Clothing Trade Jour- 
nal, Coal Age, Collier’s, Comfort 
Magazine, Commerce and Finance, 
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Concrete, Confectioners Journal, 
Construction Methods, Contractors 
and Engineers Monthly, The Coun- 
try Gentleman, The Country Home, 
Country Life, Dakota Farmer. 

The Decorative Furnisher, Deline- 
ator, The Diapason, Dogdom, Dog 
World, Droll Stories, Druggists Cir- 
cular. 

Editor and Publisher, Electric 
Railway Journal, Electrical Mer- 
chandising, Electrical West, Elec- 
trical World, Electronics, Engineer- 
ing and Mining Journal, Engineer- 
ing and Mining World, Engineering 
News-Record. 

Factory, Farm Implement News, 
Financial World, Fire Protection, 
Florists’ Review, Food Industries, 
Forbes, Fur Trade Review, Furni- 
ture Index, Furniture Manufac- 
turer, Furniture Record and Journal. 

Gas Age-Record, General Building 
Contractor, Glass Packer, Good 
Housekeeping, Good Stores, Grade 
Teacher, Hardware Journal, Har- 
per’s Bazaar, Harpers Magazine, 
Hearth and Home, Hearst’s Cosmo- 
politan, Hoard’s Dairyman, Hobbies, 
Holstein-Fresian World, Hotel Bul- 
letin, Hotel Monthly, House and 
Garden, The House Beautiful, Hunt- 
ing and Fishing. 

Ice Cream Review, Ice and Refrig- 
eration, Ice Cream Trade Journal, 
Iron Age. 

Knitted Outerwear Age. 


The Ladies’ Home Journal, Laun- 
dry Age, Laundryman’s Guide, Lit- 
erary Digest. 

Machinery, Maintenance Eng i- 
neering, Marine News, Marking De- 
vices, McCall’s Magazine, Medical 
World, Men’s Wear, Men’s Wear and 
Chicago Apparel Gazette, Metal- 
craft, Metal and Mineral Markets, 
Metronome, Milk Dealer, Milk Plant 
Monthly, Millinery Trade Review, 
Mining Journal, Modern Beauty 
Shop, Modern Stationer, Motion 
Picture Magazine, Motor, Motor 
Boating, Movie Classic, Musical 
Courier, Musical Digest. 

National Butter Journal, National 
Carbonator and Bottler, National 
Cheese Journal, National Lithog- 
rapher, National Lumberman, Na- 
tional Nut News, National Sports- 
man, National Underwriter (two 
editions), Needlecraft Magazine, 
New Reliable Poultry Journal, New 
York Lumber Trade Journal, The 
New Yorker. 

Office Appliances, Official Bulle- 
tin (Heating and Piping Contractors’ 
National Association), Oil and Gas 
Journal, Oil, Paint and Drug Re- 
porter, Opportunity Magazine, Out- 
door Life. 

The Painters Magazine, Parents’ 
Magazine, Pencil Points, Photoplay 
Magazine, Pictorial Review, Pit and 
Quarry, Playthings, Popular Me- 
chanics Magazine, Popular Science 


Monthly, Postage and the Mailbag, 
Poultry Keeper, Power, Printers’ 
Ink, Printers’ Ink Monthly, Product 
Engineering, Psychology, Publish- 
ers’ Weekly, Purchasing Agent. 
Radio Retailer and Jobber, Radio 
Retailing, Retail Coalman, Review 
of Reviews, The Rider and Driver. 
The Saturday Evening Post, 
Saward’s Journal, Seed World, 
Shears, Sheet Metal Worker, Signs 
of the Times, Silent Partner, South- 


ern Lumberman, Spokesman and 
Harness World, Sportsman Pilot, 
Steel, Swedish-American Trade 
Journal, System. 

Telegraph and Telephone Age, 


Textile World, Time, Toilet Requi- 
sites, Town and Country, Turkey 
World. 

The Underwear and Hosiery Re- 
view, Universal Engineer. 

Vanity Fair, Veneers, Vogue. 

Wallace’s Farmer and lowa Home- 
stead, Woman’s Home Companion, 
Woman’s World, The Woodworker, 


Wood-working Industries, World’s 
Work. 
Yachting. 
Free of ~Duty 
Under tariff item 184C free of 


customs duty: 

America, a Catholic Review of the 
Week, American Journal of Diseases 
of Children, American Lutheran, 
American Medical Assdciation Bul- 


The 


Architectural 
F orum 


Note new address — 220 East 42nd St., New York 


HOWARD MYERS 


*See next issue for further announcements 


PUBLISHER 


letin, American Mercury, The An- 
nalist, Archives of Dermatology and 
Syphilology, Archives of Internal 
Medicine, Archives of Neurology and 
Psychiatry, Archives of Ophthalmol- 
ogy, Archives of Otolaryngology, 
Archives of Pathology, Archives of 
Surgery, The Ave Maria, 
Barron’s—The National Financial 
Weekly, Baseball Magazine, Bird 
Lore, Bookman, Boys’ Life, Brad- 
street’s, Bulletin of the American 
College of Surgeons, Business Briefs. 
Catholic Review For the Blind, 
The Child’s Magazine, Christian 
Century, Christian Century Pulpit, 
Christian Herald, Christian Register, 
Christian Youth, Columbia, Commer- 
cial and Financial Chronicle, Con- 
temporary Review, Current Reading. 
The Diamond of Psi Upsilon. 
The Ecclesiastical Review, Echoes 
of Grace, Education, Equity. 
The Family, Financial Age, 
Flower Grower, Foreign Affairs, 
Fortnightly Review, Free Youth. 


Golden Age. 

Homiletic Review, Horticulture, 
Hygeia. 

Investment Banking. 

The Journal of the American 


Medical Association, Journal of the 
Washington Academy of Sciences. 

The Lamp (religious), League 
Leaflets of the Apostleship of 
Prayer, Light and Liberty, Living 
Age. 

Messages of the Love of God, 
Messenger of the Sacred Heart, Mid- 
Week Pictorial, Monthly Evening 
Sky Map. 

National Geographic Magazine, 
National Humane Review, National 
Safety News, News Letter, North 
American Review. 

Pacific Affairs, Picture Play Mag- 
azine, Play Mate, Police Gazette, 
Presbyterian Advance, Public Safety, 
Publishers’ Service. 

The Quarterly Review. 

Radex, Radio Log and Lore, Rail- 
road Man’s Magazine, Reader’s Di- 
gest, Record of Christian Work, The 
Review. 

The Sample Case, Screenland, 
The Shipmodeler, Shipping Digest, 
Skating, Spirit of Missions, Sport 
Story Magazine, Sunday School 
Times, Surgery, Gynecology and 
Obstetrics With International Ab- 
stract of Surgery (cloth or paper 
bound), The Survey, Survey 
Graphice. 

The Thinker, Truth, Twentieth 
Century Quarterly. 

The Union Signal. 

Watch Tower, Wheat 
Journal, World Progress. 

Young Catholic Messenger, Young 
Christian, Young Crusader. 

Zion’s Herald. 

Not Less Than 15 Cents 

Under tariff item 184D at the rate 
of 15 cts. per Ib. but not less than 
15 cents per copy: 

Ace-High Magazine, Action 
Stories, Adventure, Amazing Stories. 

Best Stories of All Tinie, Black 
Mask. 

Clues, Complete Novel Magazine, 
Complete Stories, Cowboy Stories, 
Cupid’s Diary, The Danger Trail. 

Detective Story Magazine, Dream 
World Into the Land of Love and 
Romance. 

Flynn’s Weekly, Frontier Stories, 
Golden West Magazine. 

Lariat Story Magazine, Live 
Stories, Love Romances, Love Story 
Magazine. 

Mystery Magazine. 

North-West Stories. 

Ranch Romance, Real Detective 
Tales and Mystery Stories. 

Secrets, Short Stories, Sweetheart 
Stories. 

Thrills, Top-Notch Magazine, 
Triple-X Magazine, True Marriage 
Stories, True Romances. 

War Stories, Weird Tales, West- 
ern Story Magazine. 


Growers’ 


15 Cents Per Pound 

The following and similar adver- 
tising periodical publications im- 
ported under the general tariff, 
which are not subject in the country 
of origin to zone rates of postage 
based upon their advertising con- 
tent, are classified under tariff item 
178 at the rate of 15 cents per lb. 
but not less than 35 per cent ad 
valorem: 

Advertising Arts, American Horti- 
graphs and Agronomic Review, 
American Optical Life, Doherty 


News, Erie Railroad Magazine, Gas 


DEALERS LOVE IT 


COME IN—JOIN UP! 
This Score Is Aa Authorized Chapter of the 


10-2 & 4 CLUB! 


This display card, giving dealers 
a tie-up with the advertising for Dr. 
Pepper, found wide acceptance. 


Appliance Merchandising, Golfdom, 
Good Hardware, The Great Western 
Magazine, Heat Engineering, Indus- 
trial Gas, The Louisville and Nash- 
ville Employes’ Magazine. 

The Lumber Worker, Machine 
Tool Blue Book, McCall Decorative 
Arts and Needlework, Medical Eco- 
nomics, New York Central Lines 
Magazine, Norfolk and Western 
Magazine, Progressive Grocer, Santa 
Fe Magazine, The Torch, Wallpaper, 
Window Shade Merchandising, Wire 
Engineering, Wood-working Ma- 
chinery. 


Chicago Agency Men 
Form Own Company 

H. Coy Glidden, Henry C. Chase 
and Harry A. Hooker, formerly 
executive vice-president, vice-presi- 
dent and secretary, respectively, of 
Hurja, Chase & Hooker, Chicago 
agency, have resigned to organize 
Julius-Glidden-Chase & Hooker, with 
offices at 180 North Michigan Ave. 

Elmer A. Julius was formerly 
managing vice-president of the J. W. 
Butler Paper Co., Chicago. 

A. O. Hurja, president of Hurja, 
Chase & Hooker, announces his 
agency will continue with the same 
name and policies. 


Gardner Affiliates 
With Coast Agency 


Through reciprocal exchange of 
stock, the Gardner Advertising Com- 
pany, of St. Louis and New York, 
and the Botsford-Constantine Com- 
pany, of Portland, Seattle, San Fran- 
cisco and Los Angeles, have affiliated. 

While retaining their corporate 
identities, the agencies will jointly 
serve the clients of both. 


Brickert Reverses 
Lawrence Brickert has resigned as 
space buyer of the San Francisco 
office of the J. Walter Thompson 
Company to become advertising 
manager of The Log, marine maga- 
zine of that city. 


Start Boston Class 


More than 100 students have en- 
rolled for the 30 weeks’ course 
offered by the Boston Institute of 
Advertising. A. W. Brenninger is 
che founder and director. 


“Outlook” Steps Forward 

With the adoption of better stock 
and an improved format, The Out- 
look, New York, has launched a drive 
for more newsstand sales backed by 
newspaper advertising. 


Noble Rejoins Touzalin 

W. J. Noble has rejoined the Chas. 
H. Touzalin Agency as an account 
executive after four years with other 
Chicago agencies. He will specialize 
in automotive accounts. 


Miss Hulst Moves 
_ Mary Hulst, well known alvertis- 
ing woman of Omaha, Neb., has gone 
to Kansas City as advertising man- 


ager of the Napier Booteries. 
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ADVERTISING AGE 


WIN SANCTION 
OF COURT FOR 
NATIONAL SALE 


New York, Sept. 3—After hear- 
ing testimony from all interested, 
Judge Mack confirmed the sale of 
papers of National Trade Journals, 
Inc., and subsidiaries, to the Neyoci 
Corporation, for $275,000 

The sale was originally approved 
by Judge Coxe, but the case was re- 
opened on charges that bids on the 
publishing property, held to be worth 
$4,000,000 on December 31, 1930, had 
been discouraged. 


Architectural Forum was later 
sold to Howard Myers, its former 
publisher, and his associates; In- 
dustrial Press, publisher of Machin- 
ery, bought Heating and Ventilating 
Magazine; Harry V. Anderson, pub- 
lisher of Interior Architecture and 
Decoration, took over Good Furni- 
ture; the Reuben H. Donnelley Cor- 
poration purchased National Cleaner 
& Dyer. 

In addition, Joseph M. Wright, 
president of the Neyoci Corporation, 
bought National Plan Service from 
the corporation for an unnamed 
price. This leaves Neyoci with Mo- 
torship, Diesel Power, Fishing Ga- 
zette, Canning Age, Butchers’ Ad- 
vocate, Motor Boat and Specialty 
Salesman Magazine. 


SEND SAMPLES 
IN APPLE DRIVE 


Boston, Mass., Sept. 3—New Eng- 
land Apples, Inc., the recently or- 
ganized sales promotion agency of 
the apple growers of the six New 
England States, began its operations 
this week with a broadcast through 
Stations WBZ and WBZA, of 
Springfield and Boston. 

The weekly radio program of 15 
minutes will run for 24 weeks, 
musical numbers being interspersed 
with talks by William R. Cole, of 
Amherst College. Anyone asking 
for a New England apple will re- 
ceive one via parcel post. 

The Franklin Advertising Service, 
handling the campaign, will also use 
leading New England newspapers, 
Melvin B. Summerfield, account ex- 
ecutive said. 

The New England apple crop is 
valued at about $12,000,000 a year. 
John Chandler, of Sterling Junction, 
Mass., is temporary president of 
New England Apples, Inc. 


Announce Personnel 


of N. Y. Branch 


Harry E. Houghton has become 
manager of the recently established 
New York office of the Geyer Com- 
any, Dayton, O. Among other mem- 

ers of the branch are Charles A. 
Hammarstrom, former general man- 
ager of Marcus & Co., jewelers, and 
J. A. L. Kamps, formerly with N. 
W. Ayer & Son. 

Chester F. McSpadden is copy 
writer; Willard M. Stocking, mer- 
chandising manager; J. B. Peters, 
traffic manager; William Haren, pro- 
duction manager; William C. Plante, 
artist; Constance Talbot, fashion 
authority; Ethel W. Maclean, office 
manager. 


With Display House 

. William G. Adams, managing 
director of the National Council of 
Traveling Salesmen’s Associations, 
has resigned to join the Einson-Free- 
man Co., Long Island City, N. Y., 
window and store display advertis- 
ing. He will specialize in the drug 
and food field. 


Agency for Heater 
The Franklin Advertising Corp., 
New York, is placing copy in maga- 
zines for the Watermatic Heater 
Corp., New York. The same agency 


is now handling the advertising of 


the Bureau of Feminine Hygiene. 


BILL RANKIN RENEWS OLD ACQUAINTANCE 


William H, Rankin (left), 
of that name, renewed a boyhood friendship on board the 
Ile de France in New York harbor when the daughter of 
E. P. Vernia, vice-president of the Monon Route, returned 
from Europe. Messrs. Rankin and Vernia were born two 
blocks apart in New Albany, Ind. 


head of the New York agency 


N ewspaper Ban 
on Radio Basis 
for New Weekly 


Cincinnati, O., Sept. 3—Spurred 
on by the cordial reception accorded 
Radio Dial, its publishers, S. Rosen- 
thal & Co., are this week printing 
20,000 copies. ° 

Radio Dial came into existence 
when Cincinnati newspapers cut 
down on radio publicity. 

According to its editor, Natalie 
Giddings, newsstand sales in Cin- 
cinnati last week, at 5 cents a copy, 
were 8,100. 

The current issue will carry ap- 
proximately 103 column inches of 
advertising. The rate is $1.68 a col- 
umn inch. 


Injury Fatal to 
Harry C. Goodwin 


Harry C. Goodwin, widely known 
advertising agent, died in Rochester, 
N. Y., August 28 of injuries received 
in an automobile accident August 22. 

Mr. Goodwin was a past president 
of the Rochester Advertising Club. 
One of his greatest recent successes 
was for Dunn & McCarthy, Inc., 
Enna Jettick shoes. Mr. Goodwin 
was in full charge of the radio ad- 
vertising of this line. 


McDevitt Represents 


“Chicago Daily News” 


The George A. McDevitt Company 
has been appointed national adver- 
tising representative of the Chicago 
Daily News, effective September 8. 

J. L. Houghteling has retired as 
vice-president and treasurer of the 
News, but continues as a director. 
Lynn E. Aldrich is the new treas- 
urer. 


Form New Special 

Mitchell-Rudden-Rudden, Inc., has 
been formed to represent newspa- 
pers. Ralph W. Mitchell is president 
at Kansas City; H. B. Ruddell, vice- 
president at Chicago; and T. E. 
Rudden, vice-president at New York. 
Fred J. Wright and Frank S. Roberts 
are managers at St. Louis and Chi- 
cago, respectively. 


Work with Colleges 


The Kroger Grocery & Baking 
Co., Cincinnati, has established fel- 
lowships in three colleges, each of 
which has been assigned a specific 
problem. One will study experi- 
mental cookery; another child nutri- 
tion and the third family budgets. 


Promote Johnston 
George Johnston has been ap- 
pointed general manager of C. C. 
Winningham, Inc., Detroit. He has 
been with the agency for three years 
as field representative and account 
executive. 


Sill Is Advanced 


Joseph Sill, Jr., has been trans- 
ferred from Portland to Seattle as 
Northwest manager of the art and 
service department of the Pacific 
Railways Advertising Co. 


PERCENTAGE OF 
MARRIED FOLK 
IS NOW 60.5 


Washington, D. C., Sept. 3—The 
percentage married in the total pop- 
ulation of the United States 15 years 
of age or over, during the decade 
1920 to 1930 increased from 59.9 to 
60.5, the Bureau of the Census an- 
nounced in an analysis of the pop- 
ulation according to the marital 
status, based on 1930 census returns. 


Numerically, this indicates an 
even greater increase, since during 
the same decade total population also 
showed an increase. 


At each census since 1890, the per- 
centage married has shown an in- 
crease for both men and women. 


During the 10 years from 1920 to 
1930, the percentage of divorced men 
and women also increased. Divorced 
men constituted 0.6 per cent of the 
total population in 1920 and 1.1 per 
cent in 1930, while divorced women 
increased from 0.8 per cent in 1920 
to 1.3 per cent in 1930. 

There were 86,718,170 persons 15 
years old and over in the United 
States on April 1, 1930. Of this 
number, 438,881,021 were males and 
42,837,149 were females. ; 


Figures for Men 


Of the males, 14,953,712, or 34.1 
per cent were single; 26,327,109, or 
60 per cent, were married; 2,024,936, 
or 4.6 per cent, were widowed; and 
489,578, or 1.1 per cent, were di- 
vorced. 


Of the females, 11,306,653, or 26.4 
per cent, were single, 26,170,756, or 
61.1 per cent, were married, 4,734,- 
207, or 11.1 per cent, were widowed, 
and 573,148, or 1.3 per cent, were 
divorced. 

The percentage married for men 
was highest in the rural-nonfarm 
population, being 61.1 per cent, as 
compared with 57.9 per cent in the 
rural-farm population. 


For women, the highest percent- 
age married was shown by the rural- 
farm population, in which 66.0 per 
cent of the women were married, as 
compared with 63.9 per cent in the 
rural-nonfarm population and 58.5 
per cent in the urban population. 


Joins Bredemeier 


Ward C. Harlow, who formerly 
conducted his own agency in Buffalo, 
N. Y., has joined the Henry E. 
Bredemeier Advertising Agency. 


Joins Sales Alliance 


Paul W. Ivey, of “hammer story” 
fame, has joined the National Sales 


Alliance, advertising agency of Los 


No. 78 of a Series 


SMART FOLK 


...the French Folk 


We're not referring to the fact that they've corralled 


all the loose jack in the world. We don’t know whether 
they're a war menace or a loose nut on the rear right 
wheel. But they're smart folk—the French Folk. 

At least, some of them. Andre Maurois, par example 
(ai-yi!). He comes over here for a month or two and he 
sees through us. He sees right down into us and under- 
stands what all those queer little gadgets are that make 
us go round. And, boy, we've been going round lately. 

Mr. Maurois writes an article for September Scrib- 
ner’s called “The Three Ghosts of America.” We aren't 
such a sap as to tell you what the ghosts are because we 
want you to read it. You need a little good reading once 
in a while. These ancient ghosts run us all over the lot, 
says Mr. Maurois, who may or may not be cock-eyed in 
the matter. 

We have a lot of confidence in Mr. Maurois and in 
the French with the exception of that man, Georges 
Duhamel, who wrote ‘America’ the Menace,” the finest 
book of its kind since Grimm’s Fairy Tales. If you wore 
down your teeth to a fine edge, gnashing them over 
Duhamel; read The Three Ghosts by Andre Maurois 
and discover one Frenchman at least who. understands 
the Greatest Country on the Face of the Globe— 

Am-urr-ica! (Ta-ra!). 


‘Angeles, 
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Advertising at the World’s Fair 


Discussion has already started re-)the economy of advertising in spread- 


garding the form and scope of the 
presentation of advertising at the 
world’s fair in Chicago in 1933. The 
exposition is to present “a century 
of progress,” and because of the fact 
that advertising has had its origin 
and development, in the modern 
sense, well within the period, its 
whole story can be presented as part 
of the picture of progress within the 
past hundred years. 

It is not too soon to study the 
proper presentation of advertising 
at the Century of Progress Exposi- 
tion. There have already been steps 
taken in the direction of special dis- 
plays of various kinds of advertis- 
ing, various phases of the graphic 
arts, etc.; but over and above spe- 
cial displays of this kind, there 
should undoubtedly be a broad pres- 
entation of advertising as a factor 
in distribution, demonstrating the 
close relationship between advertis- 
ing and modern living. 

Much has been said and written in 
recent years of the necessity of re- 
lating advertising to the basic eco- 
nomics of present-day life; and this 
seems to be a great opportunity to 
stage a graphic and dramatic pic- 
ture of how the comforts and con- 
veniences of modern living are made 
possible by a scheme of manufac- 
ture and distribution in which effi- 
cient machinery of production and 
efficient machinery of distribution 
play alike important parts in put- 
ting the world’s goods at the dis- 
posal of the average consumer. 

The facts which seem so simple 
tc advertising men are not always 


so readily grasped by others; and 


Investments 


The recent disposal of the proper- 
ties of National Trade Journals, 
Inc., at a receiver’s sale for a small 
fraction of their original value, thus 
insuring a negligible return to the 
stockholders and bondholders upon 
their investment of more than $4,- 
000,000, is not a good advertisement 
for publishing as a claimant for 
investors’ funds; and it is only fair 
to point out that this case can hardly 
be taken as a criterion, either of 
business publishing or publishing as 
a whole. 

National Trade Journals, Inc., 
was frankly a promotion. It was or- 
ganized at a time when the bull 
market was at its peak, when securi- 
ties of all kinds were readily salable, 
and when investment bankers were 
able and willing to finance almost 
anything which seemed to offer a 
chance for speculative opportunities. 
As far as was recorded at the time, 
there was little difficulty in floating 
the stock of this company. 

The properties were purchased at 
the top of the market, and included 
publications which were good, bad 
and indifferent, as to standing in 
their respective fields and possibili- 
ties for earning a reasonable return 
on the capital investment. They 


ing quickly the story of merchandise 
to the whole public is not always 
recognized, even by those who are 
closest to it. Otherwise advertising 
managers and agents might not find 
it so difficult to convince boards of 
directors at this time that advertis- 
ing is not merely an expense, but is 
an important and necessary part of 
the cost of distribution, tov be con- 
sidered in the same light as sales- 
men’s salaries and expenses. 

The proper organization for the 
presentation of advertising at the 
world’s fair is a large job. The ad- 
vertising associations, it would seem, 
are the logical groups through which 
to work out an exhibit which would 
be educational, interesting and con- 
vincing. It might be worth while for 
them to begin now to consider how 
best to arrange the task, and how to 
present a story which all adver- 
tisers, publishers and others inter- 
ested in advertising will agree is 
accurate and reasonable. 

The probable attendance at the 
fair in 1933 will run high into the 
millions. By that time, it seems cer- 
tain, business will be again on the 
high road of prosperity, so that it is 
reasonable to project plans on the 
basis of the recovery which will 
have taken place in the next two 
years. At all events, advertising 
cannot afford to neglect an oppor- 
tunity to present its story to the 
world in impressive terms, and to 
relate its own progress to that of 
science, industry and art, from all 
of which it had drawn in the de- 
velopment of its service to business 
and the community. 


in Publishing 


were not related to each other in any 
logical way, but were an aggrega- 
tion of properties operating in many 
different fields. 

The personnel of these publica- 
tions, always an important factor, 
and nowhere more important than 
in the business field, was not re- 
tained in every instance, and in a 
number of cases loss of the personal 
contacts which had been maintained 
previously proved hurtful to the pub- 
lication in a major sense. 

The initial management was inex- 
perienced, and though improvement 
was had through several changes 
which were brought about later, the 
capital structure appeared to be top 
heavy. The business depression ac- 
centuated the difficulties under 
which the corporation labored. 

Investors should realize that the 
outcome was no reflection on the 
publishing field, which is holding its 
own with other businesses in these 
somewhat difficult times; but that 
publishing, like all other commercial 
enterprises, should be measured by 
the same factors of basic strength, 
capable management and the other 
yardsticks which are applied to any 
business seeking public funds for its 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


288. “Shop for Value—Not Price.” 

This is a collection of reprints of 
12 business editorials being pub- 
lished by the Brooklyn Daily Eagle. 
Cleverly written, they urge the 
buyer to put quality before every 
other consideration in shopping. The 
same paper is offering a folder en- 
titled, “Let An Old Friend Introduce 
You.” It is the newspaper’s story 
boiled down. 


289. Food Industries. 


The market covered by Food In- 
dustries is described in concise form 
and without any attempt at drama- 
tization in this folder. The publica- 
tion places the value of food prod- 
ucts at 11 billion dollars at the fac- 
tory, with a retail value of 20 bil- 
lion. It is manufacturing with which 
it is concerned, however, 


287. Home Consumption Products in 
Hawaii 


The Honolulu Star-Bulletin is the 
author of this study of Hawaii as a 
market. One of the features of the 
60-page booklet is a comparison of 
the relative popularity of brands, 
based on an analysis of the stocks of 
373 retail establishments. The sur- 
vey also throws light on the ques- 
tion of distribution. The leading 
cereal, for instance, was found in 
only 199 out of 373 stores. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


21. The Hospital Field. 

Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


232. Church Building Plans for the 
Future. 

This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 
Church Management, Cleveland. It 
presents an optimistic viewpoint 
based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 
structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 
able for more uses than worship 
alone. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of, orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums. 


247. Sleepless Salesmen. 


Beginning with the denial of the 
farmer who, seeing his first giraffe, 
said, “Hell, there ain’t no such ani- 
mal,” this booklet of the Chicago 
Elevated Advertising Company 
makes a good case for the car cards 
and station posters of the Chicago 
Elevated System and Suburban Sys- 
tems of the Illinois Central, Chicago 
& Northwestern, Chicago, Burling- 
ton & Quincy and Chicago & West- 
ern Indiana. The booklet describes 
how the company produces over 100,- 
000 orders for elevated advertised 


development and operation. 


goods every year. ‘ 


DUE WARNING FOR THE YOUNGSTER 
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Adam’s apple!” 


— Judge 


Exasperated Father—‘For Pete’s sake —consider your 


Suggest Boy Scout 
Advertising Badge 

To the Editor: It has been sug- 
gested that the Boy Scouts of Amer- 
ica should have a merit badge for 
advertising and the following tenta- 
tive requirements have been drawn 
up: 

To obtain a Merit Badge for Ad- 
vertising, a Scout must: 

“1. Develop an advertising cam- 
paign for some product assigned by 
the Counselor, as follows: 


“(a) Design a layout and copy for 
a half page newspaper advertise- 
ment. 

“(b) Write copy and design lay- 
out for a full page magazine ad. 

“(c) Write copy and design lay- 
out for a street car card. 

“(d) Make a rough sketch show- 
ing how he would design a window 
display to advertise this product. 

“(e) Name at least two other 
channels through which the product 
might be advertised. 

“2. Explain fully the meanings of 
the following terms in connection 
with advertising: electro; half-tone; 
line cut; Ben Day. Explain in detail 
the four-color process in engraving, 
and show how it’ applies to advertis- 
ing. 

“3. Bring with him specimens of 
five kinds of display printing, name 
the type properly, and tell how he 
would use it. 

“4. Present an _ advertisement 
from a newspaper or magazine, indi- 
cating the good points in this adver- 
tisement and suggest possible im- 
provements. 

“5. Present a book review of some 
standard work on advertising that 
he has read, and give his opinion of 
this book.” 

We would consider it a great fa- 
vor if advertising men would look 
this over and make suggestions. 

We already have merit badges in 
journalism and art, but feel that 
advertising should be covered sepa- 
rately. 

E. S. MARTIN 

National Director of Publications, 

Boy Scouts of America, New York 

* * * 


Does This Explain 
Association Failures? 
To the Editor: It seems to me 
that your editorial on “Trade Promo- 
tion by Associations” in ADVERTIS- 
ING AGE of August 22 fails to point 
out what I think is a vital weakness 


in the form of trade association ad- 


Voice of the Advertiser 


vertising campaigns, especially those 
promoted by the Millis Agency in 
Indianapolis. 


Every campaign I have seen from 
this agency provided for paid adver- 
tising in all media except newspa- 
pers. Free publicity was the corner- 
stone in the contribution to come 
from newspapers. 


Naturally, individual members of 
these trade associations were ex- 
pected to finance these campaigns 
and it is not hard to see that news- 
papers could not be expected to aid 
in the success of campaigns where 
the money for the advertising went 
to other media. 


CRANSTON WILLIAMS 
Secty.-Mgr., Southern Newspaper 
Publishers’ Ass’n, Chattanooga, 
Tenn. 


* * * 


Don’t Confuse Snipers 
with Outdoor Industry 


To the Editor: Your August 29 
issue printed a news item under the 
caption, “21,000 posters removed 
from Maryland roads.” The body of 
the story said “the state road com- 
mission has already removed 21,250 
signs.” 

This does not signify that 21,250 
outdoor structures displaying 24- 
sheet posters have been removed. 
Investigation will prove that prac- 
tically all of the signs that have 
been removed are not poster signs 
at all and have not been used for 
poster advertising but for sniping. 


There are a good many snipers in 
business. The Outdoor Advertising 
Association has, for many years, 
been trying to remove snipers from 
the picture, just as newspapers and 
magazines have been putting forth 
their best efforts to eliminate dis- 
creditable advertising from their 
columns. 


It seems that every basket of eggs 

and every barrel of apples must have 
one rotten egg or one rotten apple 
in it. 
You will agree that the advertis; 
ing of the Outdoor Advertising 
Agency of America, Inc., is aimed 
toward keeping this great medium 
clean and dignified. There is no 
question about racketeering going on 
in the advertising industry, which 
prevails in every branch of advertis- 
ing. On the whole, there is less 
racketeering going on in the outdoor 
advertising industry than in any 
other branch of advertising. 


_— COLVER GORDON, 
Vice-Pres., Outdoor Advertising 
Agency of America, New York. 
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SEE DEFINITE 
RESULTS FROM 
INSURANGE COPY 


Fire Underwriters Expand 
1931-32 Program 


Chicago, Sept. 3—The National 
Board of Fire Underwriters, com- 
posed of 250 stock fire insurance 
companies which write 95 per cent 
of this kind of insurance, will be- 
gin the fourth year of its co-opera- 
tive campaign this month by adding 
all weekly newspapers in 14 States 
for a series of nine 300-line adver- 
tisements. 

The remainder of the program 
consists of a series of nine 300-line 
advertisements in every English 
daily newspaper in the United 
States, except tabloids, and a series 
of four 300-line advertisements in 25 
leading national and sectional farm 
papers. 

Except during December, the copy 
will appear monthly in all mediums. 

In the first year of the campaign 
only five States were covered with 
dailies. Twelve were added the sec- 
ond year, and this medium was used 
through the country the third year. 
It is planned to use all weeklies next 
year, while keeping the same sched- 
ule of dailies and farm papers. 

The farm paper advertising has 
been continuous for seven years, 
having begun as a co-operative cam- 
paign for about 25 companies speci- 
alizing in this field. The results 
secured for this group by Gale & 
Pietsch, the agency in charge, led 
the National Board to retain the 
agency for the general campaign, in- 
to which the farm program has been 
absorbed. 


Use Forthright Copy 


As the advertising proved its 
value, it was expanded year by year. 
The success is attributed by A. L. 
Gale, president of the agency, to the 
philosophy distinguishing the copy 
from much of the advertising of the 
past. 

“We believe the public respects a 
business having the courage to speak 
for itself in paid space,” said Mr. 
Gale. 

“We have tried to tell the story so 
completely that no editorial support 
is needed, and we have not been 
afraid to oppose State insurance and 
other developments we _ consider 
against public policy. 

“While one purpose of our cam- 
paign is to sell stock fire insurance 
against other forms, we are equally 
concerned with other objectives af- 
fecting all insurance in general and 
fire insurance in particular. These 
are: 

“To decrease fire losses through 
public education in fire hazards. 

“To prevail on the public to take 
advantage of engineering service of- 
fered by insurance companies to im- 
prove water supply systems. 

“To induce municipalities to equip 
themselves with adequate fire fight- 
ing equipment. 

“To enlist the public and repre- 
sentatives of the law in the war 
against the arsonist. 

“To make the public familiar with 
the policy of insurance companies to 
decrease rates as quickly as econ- 
omies of operation make this pos- 
sible, and to acquaint the public with 
the voluntary reductions put into 
effect over a course of years. 


Other Objectives 


“To mould public opinion against 
excessive taxation of insurance com- 
panies by pointing out that these 
taxes are incorporated in insurance 
premiums. 

“To secure appreciation of the 
economic aspects of insurance in its 
relation to the stability of the credit 
structure of the country, other busi- 
nesses and aggregate capital. 

“To combat the movement for 
State insurance by calling attention 


HOW INSURANCE DOLLAR RETURNS 


More than Indemnity | 
Your fire insurance dollar provides far more than you realize. Of 
course it protects you from financial loss in case of fire. But it does so much 

more that it ranks as one of the most effective dollars you spend. 
Merely as indemnity, Stock Fire Insurance is one of the cheapest neces- 


sities. Its average rate has consistently declined for more than 20 years, 
until in 1930 it reached the lowest figure in all American fire insurance 


STOCK FIRE INSURANCE 


teaches better building practices — furnishes a service for the suppression 
of arson, another for the improvement of community fire defenses and 
conducts many general fire prevention activities, all of which 
have contributed to the reduction of fire waste and the loss 


history. 


of life by fire. 


=~ 


Stock Frre L Comp. are rep 


THE NATIONAL BOARD OF FIRE UNDERWRITERS 
85 Jobn Street, NEW YORK 


CHICAGO, 222 West Adams Street 


A National Organization of Stock Fire Insurance Companies Established in 1866 


d by Capable Agents im your community 


SAN FRANCISCO, Merchants Exchange Bldg. 


to the flaws in such plans and the 
results where they have been tried. 

“To make the public familiar with 
many incidental services rendered by 
stock insurance companies, such as 
fire hazard rating service offered to 
insured and non-insured alike.” 

“We know the advertising is being 
read and believed by the expressions 
of changed public opinion coming 
to our attention, increased use of the 
services offered by companies and by 
such tangible evidence as a 10 per 
cent decrease in fire losses since the 
campaign began four years ago. 
This means that hundreds of lives 
are saved each year, as well as about 
$500,000,000 in property, much of 
which is insured with our com- 
panies.” 

General agents throughout the 
country to the number of 150,000 
receive portfolios reproducing all the 
advertisements and showing the date 
each appears. Included are the il- 
lustrations of mats and _ electros 
available and suggestions for agent’s 
advertisements. 

All newspapers also receive copies 
of the portfolio for the use of adver- 
tising solicitors. Last year the local 
tie-up copy, most of it following the 
directory style, came within a few 
thousand lines of equaling the space 
carried by the Board. 


Advertising Campaign 
to Follow Merger 

Following the merger of the Baker 
Ice Machine Company and_ the 
IcElect Corporation, both of Omaha, 
a new advertising campaign will be 
aunched within 60 days. 

The new company will manufac- 
ture ammonia and electric refriger- 
ators. 


Coast Hotels Form 


Pool for Purchasing 
The Associated Hotels, Inc., has 
been formed at Portland, Oreg., by 
25 houses of Oregon and Washing- 
ton. 
There is no common ownership, 
cooperative buying being the major 
objective. 


S. B. McDiarmid Dead 


Stuart B. McDiarmid died in 
Omaha August 25. He was a for- 
mer president of the Omaha Ad- 
Sell League, which during his ad- 
= had a membership of 
1,600. 


Joins Omaha Daily 
Phil Metz, who began his news- 
paper career as a reporter on the 
Buffalo Times, of which he became 
president, joined the Omaha News- 
Bee September 1 as advertising 
counselor. 


Veteran Passes 
Phillip W. Grinstead, 64, for 
many years associated with the 
Johnson Publishing Co., Richmond, 
Va., died in Louisville, Ky. 


To Purchase for 
Independent Dealers 


R. V. Cusack and J. H. Bauerlein 
have formed Cusack-Bauerlein, Inc., 
in Kansas City to act as purchasing 
agents for independent retailers. 

All purchases will be made in the 
Cusack-Baeurlein name, paid for by 
it, and shipped either to it or the 
dealer client. 


Plan 200th Dinner 


The 200th dinner of the Sphinx 
Club, New York, will be held at the 
Waldorf-Astoria October 1. The 
club, organized in 1896, is headed by 
R. F. R. Huntsman. 


Fix Providence Dates 


October 23 and 24 have been se- 
lected as the dates of the annual 
meeting of the First District, Adver- 
tising Federation of America, at 
Providence, R. I. 


O. K. $175,000 Bid 
The Louisville (Ky.) Herald-Post 
will be sold to John B. Gallagher, 
of New York, September 8, for 
$175,000, unless a better bid is re- 
ceived, the referee announced. 


To Teach Adadilcing 


; M. T. Threlfall, of Montreal, has 
joined the staff of the Sir George 
Williams College to direct the adver- 
tising course of the new college of 
Arts, Science and Commercial. 


Will Assistin 
Management of 
Western Daily 


Jersey City, N. J., Sept. 3—In an- 
nouncing plans for employes to ac- 
quire stock, Ridder Brothers, Inc., 
explained a new experiment in the 
publishing field in an alliance with 
the San Francisco Chronicle. 

“A contract has been made with 
the Chronicle,’ said the announce- 
ment, “which provides that Ridder 
Brothers, Inc., is to assist in the 
management of that publication and 
receive as its compensation a per- 
centage of the anticipated increase 
in profits. 

“If this experiment is successful 
there will undoubtedly be many op- 
portunities to participate in similar 
ventures.” 

Ridder Brothers, Inc., will sell 
stock to employes on the instalment 
plan, a minimum down payment of . 
5 per cent being provided. 

The corporation controls or has a 
substantial interest in the New York 
Journal of Commerce and Commer- 
cial, New York Staats-Zeitung, 
Long Island Daily Press, St. Paul 
Dispatch, St. Paul Pioneer Press, 
Aberdeen (S. Dak.) American, Ab- 
erdeen Evening News, Seattle Times 
and Grand Forks (N. Dak.) Herald. 


The 


| 
“MONTHLY” | 
goes NATIONAL | 
| 


GUARANTEED 
CIRCULATION 


Sept. 1, 1931 
115,000 


September Printing Order One 
Hundred and Thirty Thousand 


April, 1, 1932 


145,000 


Oct. 1, 1932 


180,000 


How Advertisers in the “Western 
Home Monthly” Will Benefit 
During 1932. 


As the year progresses, ‘The Monthly" adver- 
tisers will receive free additional circulation 
increasing month by month, and exceptional 
benefit will accrue to those advertisers who 
take advantage of the ial offer by placing 
contracts prior My October 1st, 1931. 


For all adverti using space in the 
March, 1932, issue, will secure approximately 
wre. ny alk Gls are 
ct bonus o d ising m 
And advertisers, holding tracts placed ~ 
fore October 1st, 1931, and using space in the 
September, 1932, issue, wil! obtain a distribu- 
tion of approximately 175,000 for $1.00 per 
line — a direct bonus of 60,000 advertising 
messages. 


UNPARALLELED VALUE IN 
MAGAZINE CIRCULATION 


AND THE GREATEST INDIVIDUAL 
GESTURE OF A CANADIAN PUBLISHER 
DURING THE TEMPORARY PERIOD 
OF DEPRESSION. 


ee 
a 


“The Western Home Monthly,” for over thirty-one years the leading mage. 
zine in Western Canada, now enters the fully national field and offers to 
national advertisers the most complete and economical coast-to-coast coverage 
to be obtained in any single magazine in the Dominion. On magazine lists 


“The Monthly” will indicate its selection as first choice. 


for 1932 campaigns the increasing circulation and exceptionally low rate of 


Rate Announcement 


Effective October 1st, 1931, the rate for black and white advertising and the 
teed by the publishers will be — 


circulation guaran 


| 
DATE CIRCULATION RATE 
EFFECTIVE GUARANTEE PER LINE 
October 1, 1931........... peer  * 1.00 
(Being the Present Rate Without Change) 
ME ME cecasescaraseceseeey. Sa 1.25 


October 1, 1932......cccccccccces 


The milline rate, already unusually low for first class ma 


will be still further reduced 


because of the substantial additional (or bonus) 
circulation which advertisers will continuously receive om the year 1932. 
Two, three and four-color rates as equally economically a 


- 180,000 1.50 


zine circulation 


‘ected. 


Special Offer to Advertisers Placing Contracts Before Oct. 1, 1931 
Contracts received on or before September 30, 1931, will be accepted for 
one full year from October 1st at the present sate of $1.00 per line, effecting 
a clear saving of 25c per line during the six months beginning April 1, 1932, 
in addition to the large bonus circulation. Unexpired contracts (except those 
for color pages) may be cancelled and new ones substituted therefor. Such 
contracts, however, must involve the use of bona fide winter or sprin 
schedules. Reservation contracts for summer advertising only, or the use of 
rate holders cannot be recognized. 


Color advertisers of the months following September who are now con- 
tracted for space will automatically have the privilege of extending their 
present contracts to and including the month of September, 1932. 


Contracts received on and after October 1, 1931, will be accepted on a split 
rate basis, bearing the rates applicable to the periods in which space is used. 


For thirty-one years “The Monthly” has brightened Canadian homes with 
the best of fiction, sound editorial matter and the finest of interesting articles. 
This great Canadian home publication, with contents that stand scrutin 

against the that appears in magazines anywhere on this Continent, holds 
a keen, every-issue, reader interest which is attested to by the unusually 
resultful pulling power of every advertisement that appears within its pages. 


Consult your Advertising Agency at once, or write the publication direct. 


HE WESTERN 


PUBLISHED AT WINNIPEG 


EASTERN OFFICE: 415 TORONTO HARBOR COMMISSION BLDG., TORONTO, ONTARIO 


» CANADA'S GREATEST MAGAZINE « 
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T came into being two short years ago. It thrived 
and grew with amazing speed during times when 
every advertising medium has been put to the 

acid test. , 

Because it increased sales and spurred consump- 
tion, it built one of the largest advertising circulations 
in existence—and did it so rapidly that many alert 
advertising men still do not know its name or selling 
power. 

Its name is BREAD BROADCASTING. 


For the first time 


SIX MILLION 


exclusively 


A powerful new advertising medium — avail- 
able by states — by trading areas— by cities— by 
neighborhoods—or with the full force of its 
unsurpassed total of 6,000,000 point-of-sale 


circulation 


We first proved its selling power in 1929, around the 
bread of a nationally known baking company, advertis- 
ing that company’s own cakes. As the news of its sales 
results spread in the baking industry, other baking 
companies tested it with such success that today 139 of 
the greatest factors in that business use our medium 
through their 452 plants to sell more cakes, special 
breads, doughnuts, specialties. 

But it spread rapidly beyond the bakery field. We 
carried advertising of private brands of coffee, mayon- 
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Your advertisement, with 

pictures in four colors and 
copy-can be delivered to six 

| million homes by BREAD 
BROADCASTING. 
Z This photograph of a color advertisement around a loaf of chain grocery bread illustrates 
; BREAD BROADCASTING for Baby Ruth Candy 

he naise, beverages, etc., around the bread of the great strongest features are low cost and no waste circulation, 
iS grocery chains who operate their own bakeries. With BREAD BROADCASTING, you can concentrate 
es Then BREAD BROADCASTING came into its own for Where grocery store buying is heaviest—you can bolster 
ng national advertisers who sell through grocery chains. sales in lagging territories—you ree make this medium 
of . del ; the shock troops of effective selling campaigns. 
im rete sn arene aie aed en, Find out how this new medium can take the sag 
ial ven ree ee i aaa we ches oa . out of sales curves. Bread Broadcasting, division of 

MND TAS SHENG, Se SNS TERRES Hee He eee The Adsealit Corporation; General Offices: 230 Park 
Ve It delivers your message alone—without other ad- Avenue, New York City; Chicago: 6 North Michigan 
yn- vertising competition for attention. And two of its - Avenue; San Francisco: 863 Fillmore Street. 


New York : Chicago - San Francisco 
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Get Cigarette Account 


The Biow Company, Inc., New 
York agency, is now in charge of the 
advertising of Unis Cigarettes, a 
product of Philip Morris & Com- 
pany, Ltd. The present campaign 
on Unis cigarettes is largely con- 
fined to the South. 


Is Agency Officer 

J. Clarke McMichael has joined 
the Charles C. Green Advertising 
Agency, New York, as _ vice-presi- 
dent and a director. He was for- 
merly vice-president of N. W. Ayer 
& Son, Inc., in charge of the New 
York office. 


Place Talon Copy 


The New York office of the Geyer 
Company, Dayton, Ohio, agency, has 
been appointed to handle the adver- 
tising of the Hookless Fastener Co., 
Meadville, Pa., Talon slide fasteners. 


New 


—Ideas 
—Facilities 
—Headquarters 


For Producing 
Electrical Transcriptions 


Radio Broadcast 


With our new facilities and equip- 
ment we are in better position than 
ever to offer complete and fast serv- 
ice in the production of electrical 
transcrittions, both 334% R.P.M. and 
78 R.P.M. for advertisers and agen- 
cies at moderate prices. Our service 
starts with the creation of the origi- 
nal idea and includes preparing, re- 
cording and distribution. Special 
Departments for sustaining pro- 
grams, sponsored programs and sta- 
tion representation. 


THE HANJON CO, Inc. 


29 West 57th St., New York City 
Telephone Number Eldorado 5-6935 


Women’s Wear 


Accounts 


Over 13,000 department 
stores, specialty stores and 
chains selling women’s and 
children’s apparel are in 
Fairchild’s 1931 List of 
Women’s Wear Stores. 
Gives resident buyers or 
local buying offices and, 
wherever possible, names 
of merchandise managers 
and buyers. 


$15. 25°, off on more than 
one copy. Address inquiries 
or orders to: 


Fairchild Publishing Co. 
8 East 13th St., New York, N. Y. 


Half a Million 
for Clothes at Columbia 


TUDENTS at Columbia University spend 
$469,800 annually for clothes: $21,300 for 
hats; $205,800 for suits; $57,000 for shoes; 

$57,000 for overcoats; $102,800 for haberdash- 
ery; $25,300 for topcoats. In addition, 1,400 
‘Tuxedos were to be purchased after this survey 
was made. 

Columbia students, in common with students at 
all universities, favor the brands they know 
best. They know best the brands advertised in 
“The* Spectator,” read regularly by 14,000 
Columbia stadents—and push by 

stores. 

Many*other schools have supplied interestin 
facts concerning student he dengey —you will 
be interested in these sidelights on sales possi- 
bilities and student buying. 


v 


Write for the 193!- 
1932 Collegiate Sales- 
man, containing 


Collegiate Special Adv. Agency, Inc. 
NEW YORK CHICAGO 
18 Hast 41et Street 612 N. Michigan Ave. 


RESTAURANT MEN 
MAY EMBARK ON 
NATIONAL DRIVE 


Chicago, Sept. 3—Directors of the 
National Restaurant Association met 
here today with Wm. D. Laurie, 
Henry T. Koch, George D. Wilcox 
and Harry M. Ballard, of Maxon, 
Inc., Detroit, to draft plans for a 
$1,000,000 a year co-operative cam- 
paign to be passed on by the associa- 
tion at its convention in Buffalo Oc- 
tober 5. 

The group expressed optimism re- 
garding the support of members, 


_|eiting the many local co-operative 


campaigns as an indication of gen- 
eral sentiment. Information regard- 
ing copy slants and mediums will be 
withheld until the convention 

Meanwhile, enthusiasm is being 
generated by a 38-page booklet pre- 
pared by the agency staff and pub- 
lished by the association, which is 
being mailed to members this week. 
It will also be used to interest pros- 
pective members. 

Entitled, “Public Opinion and Pri- 
vate Profit,” the booklet briefly re- 
views the successes of some out- 
standing co-operative campaigns and 
reproduces 12 advertisements of this 
character. 


See New Trend 


The opening chapter asserts that 
the principal trend arising out of 
the depression will be toward crea- 


tive selling by industries, and tells 


why this form of sales promotion 
must replace the individual scramble 
for limited business. 

The booklet defines the objectives 
for co-operative advertising of the 
restaurant business as follows: 

“To arouse and educate the public 
to the part food plays in human 
lives—to remind that it is the foun- 
dation to all material things—health, 
long life, pleasure, beauty achieve- 
ment, wealth. 

“To show that dining in restau- 
rants is in line with the normal 
trend of civilization—that it is con- 
venient, economical, pleasurable, and 
healthful. 

“To teach the public the need for 
discrimination in favor of the good 
eating places and how to recognize 
the good from the bad. 

“To teach the public how to judge 
value, thus safeguarding it against 
the efforts of the fraudulent.” 

The booklet also hints that women 
will be encouraged to look upon the 
preparation of meals as unnecessary 
drudgery. 


Becomes “Special” 

Richard Dunne, who recently re- 
signed as manager of the media de- 
partment of the J. Walter Thomp- 
son Company, New York, has joined 
the New York staff of Gilman, Nicoll 
& Ruthman, publishers’ representa- 
tives. Mr. Dunne was _ connected 
with the Thompson media depart- 
ment for 20 years. 


Joins Display Experts 

William G. Adams has resigned as 
managing director of the National 
Council of Traveling Men’s Associa- 
tions to join the sales research de- 
partment of the Einson-Freeman 
Company, Long Island City, N. Y., 
display specialists. He was at one 
time secretary of the Los Angeles 
Advertising Club. 


Takes Legion Work 


Clarence B. Lovell, publicity di- 
rector for the United States Adver- 
tising Corp., Newark, N. J., has 
been appointed chairman of the out- 
door publicity committee of the 
American Legion for New Jersey. 


Form New Company 


Advertising Telegraphers, Inc., 
has been formed in Chicago, with 
offices in the Michigan Square Build- 
ing. 


Doremus Moves 


Doremus & Co., New York agency 
specializing in financial accounts, 
has moved from 44 to 43 Broad 
Street. 


SELLING RESTAURANT .MEN ON CO-OPERATIVE ADVERTISING 
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Gump Family 
Makes Debut as 
Radio Feature 


Chicago, Sept. 3—The Gumps, 
who originated in the Chicago Trib- 
une and became the most popular 
comic strip family in the country, 
made their debut on the radio Mon- 
day night in behalf of Manor House 
coffee, a product of the W. F. Mc- 
Laughlin Company. 

For the present, at least, the 
Gumps will confine their activities 
to Station WGN. Later, it is prob- 
able, they will expand to the entire 
Middle West, the territory covered 
by McLaughlin. 

The opening 15-minute program 
was characterized by the presence of 
George D. Gaw, president of the 
Gaw-O’Hara Envelope Company and 
official greeter for the City of Chi- 
cago, and Sidney Smith, creator of 
the Gumps. Mr. Gaw presented the 
radio Gumps with all of the neces- 
sary keys. 

John J. Boyle, owner of a husky 
voice, was selected from a large 
number of ambitious gentlemen of 
the radio as Andy, which he plays 
in the vociferous vein of the strip. 
Dorothy Denvir is Min and Mrs. 
Charles Flynn and her son, Charles, 
Jr., are Tilda and Chester, respec- 
tively. 

The agency on the account is H. 
W. Kastor & Sons Company. 


Teacher Joins Agency 


Rossiter Holbrook has resigned as 
head of the Department of Advertis- 
ing at the School of Business and 
Civic Administration of the College 
of the City of New York to join Ly- 
man Irish & Co., agency of New 
York. He was formerly in charge 
of the New York office of Nelson 
Chesman & Co. 


Agency for Uni-matic 


The Segal Safety Razor Corpora- 
tion, a subsidiary of the Segal Lock 
& Hardware Company, Inc., has ap- 
pointed the Lawrence Fertig Com- 
pany, Inc., New York agency, to 
handle its account. A national cam- 
paign is being planned for Uni-matic 
Razors and Segal blades. 


Gas and Sandwiches 
Latest Combination 


The B-G Sandwich Shops, Chi- 
cago, have leased space in one of 
the city service stations of the 
Standard Oil Company of Indiana. 

Most of the gas-food combinations 
have been in the rural districts here- 
tofore. 


Dyer to Britain 


Carleton L. Dyer, who has been di- 
rector of production and account 
representative with Erwin, Wasey & 
Co., New York, has been appointed 
managing director of the Philco 
Radio & Television Corp. of Great 
Britain. He has already sailed. 


RED INK ITEMS 


Rochester, N. Y., Sept. 3—The fall 
and winter advertising of the Inde- 
pendent Grocers’ Alliance, of Chi- 
cago, will be devoted to specific 
items which have proved money 
losers for retailers in the past, J. 
Frank Grimes, president of the or- 
ganization, told 1,500 members meet- 
ing here. The association now has 
11,000 members. 

Another speaker rapped deals of- 
fered by manufacturers, asserting it 
is as fair to ask the manufacturer to 
give his product free as it is to ask 
the grocer to give his store and time 
free. The idea that the sale of a 
specialty product will induce sales 
in other lines is a false one, he said, 
and the merchant should tell the 
specialty salesman that sales of this 
sort only create further sales of the 
same sort. 

The heavy mortality in the gro- 
cery trade is due to these abuses, 
it was asserted. 

As the advertising program now 
stands coffee will be boosted in the 
fall, then canned fruits and later 
other products. The idea behind this 
campaign is to lift these items out 
of the red side of the grocery ledger. 

In undertaking the soap campaign 
last spring the organization did 
missionary work in a field where 
price cutting had almost gone the 
limit. The same situation is existent 
in the coffee field, and the canned 
fruits market is absolutely demor- 
alized, it was reported. 

The association will use 13 maga- 
zines and radio. 


Improve Network 


The new covered cable being in- 
stalled over its “round robin” circuit 
between New York and Chicago by 
the Columbia Broadcasting System 
will make it possible to reproduce 
sounds below 100 cycles which have 
been inaudible, the company says. 


Strassman Is Back 


After three years of inactivity 
since his sale of Red Book and other 
interests for $2,000,000, Ralph K. 
Strassman has returned to the pub- 
lishing field as vice-president of The 
American Weekly. 


“Child Welfare’? Moves 


Child Welfare has moved from 
Philadelphia to 1201 16th Street, 
Washington, D. C. Miss Eleanor 
Twiss, prominent in the Philadel- 
phia Club of Advertising Women, is 
in charge. 


Wood Engraver Dead 


Angelo D. Gavito who engraved 
the wood cuts used in the advertis- 
ing of the Sullivan-Kilrain fight, 
died in New Orleans. He was em- 
pre by the Mauberret Printing 

0. 


Williams Wins 
Drug Trade with 
‘No Free Deals’ 


Glastonbury, Conn., Sept. 3.—The 
newest campaign of the J. B. Wil- 
liams Company in New York City, 
is based on revulsion of sentiment 
in the drug trade on deals. 

Many drug organizations have 
gone on record against deals as in- 
jurious to profit and the company is 
stressing the fact that its current 
advertising of shaving cream and 
other specialties involves nothing of 
this nature. 

Said an announcement to 
York dealers: 

“No ‘Trick Deals.’ 

“No ‘Give Aways.’ 

“Just ‘Good Salable Merchandise.’ 

“We know you are tired of sacri- 
ficing your legitimate profit. We 
know you like merchandise that 
stands on its own feet and delivers 
a living profit. We tried to put our- 
selves on your side of the counter 
when we planned this big-space, big- 
time advertising campaign in the big 
New York papers. 

“It’s a campaign prepared to help 
you—for you. We’re spending many 
tens of thousands of good American 
dollars to make this Williams cam- 
paign a whirlwind success .... to 
send many tens of thousands of men 
into the stores. 

“We don’t expect you to sit down 
and write a letter telling us we’re 
good fellows ... we don’t expect 
anything in the way of bouquets... 
but we do expect to see your sales 
of Williams go up, up, up. And 
your profits, too.” 

The campaign, to continue for the 
remainder of the year, will run in 
the New York World-Telegram on 
Tuesdays, the Sun on Wednesdays, 
and the Times on Saturdays. 


New 


“Bread Broadcasting” 
Is Newest Medium 


Bread Broadcasting, a division of 
the Adsealit Corporation, New York, 
has started an advertising campaign 
featuring results secured for food 
advertisers. 

This medium delivers advertising 
into the home with the daily bread. 


Get Flower Account 


The Dallas Reach Agency, New- 
ark, N. J., has been appointed ad- 
vertising counsel for J. R. Schmidt 
& Sons, rhododendron growers of 
Milburn, N. J. 


“Geographic” Cuts Rates 


Effective with its November is- 
sue, National Geographic Magazine, 
Washington, D. C., will reduce rates 
to $2,600 per page, with fractions 
pro rata. 


Club Attends Races 


The Cleveland Advertising Club 
held a special party at the air races 
Tuesday, starting with an automo- 
bile parade and including a luncheon 


to famous fliers. 
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RUNNER-UP 


Lucille B. Fisk, president of the 
Women’s Advertising Club of Chi- 
cago, was runner-up in the club’s 
annual - tournament. 


Asie Restore 
To Recommend 
Its Face Powder 


Des Moines, Ia., Sept. 3—Endorse- 
ment of physicians for its Sym- 
phonie face powder is the objective 
of a campaign launched by the Ar- 
mand Company, which claims that 
Symphonie is one of the few face 
powders free from orris root. 


The company said in an advertise- 
ment in the Journal of the American 
Medical Association: 


“The season now approaches when 
the hay fever patient fills the land. 
It will be interesting to you to know 
that there is a face powder free 
from orris root and, so far as we 
are able to determine, any other sub- 
stance which produces nasal conges- 
tion or ocular irritation. 


“It is Armand Symphonie Powder 
—a powder which has been scienti- 
fically blended to match the natural 
skin tone. It develops an individual 
beauty on woman’s skin with the 
same precision that fine varnish de- 
velops the beauty, depth, and grain 
of wood. 


“If you care to fill out the coupon 
below, a generous box of Symphonie 
and a puff will be sent for trial, or 
you can ask us to send it direct to 
the face powder user with your com- 
pliments.” 


Chambers in Charge 


of Crabmeat Drive 

The Chambers Advertising 
Agency, New Orleans, has been ap- 
pointed to handle the advertising of 
the recently formed Howe Packing 
Co., Biloxi, Miss. 

A patented process which is said 
to keep crabmeat white indefinitely 
— a featured under the Kajin 

rand. 


Must Lease Wires 

The New York State Public Serv- 
ice Commission has ruled that the 
New York Telephone Company can- 
not refuse to furnish leased wires 
for the transmission of musical pro- 
grams from a central point to hotels, 
restaurants and residences and must 
provide such service to Wired Music, 
of New York. 


Coca-Cola Net U F) 


* Net profit of the Coca-Cola Com- 
pany for the first half of 1931, be- 
fore federal taxes, was $7,434,997, 
compared with $7,181,812 for 1930. 
The company declared an extra divi- 
dend of 25 cents in addition to the 
quarterly disbursement of $1.75 on 
common stock, payable October 1. 


Gleeson Murphy Dead 


Gleeson Murphy, Sr., president of 
the Murphy Chair Co., Owensboro, 
Ky., died in Louisville August 29. 
He was formerly with the McCann 
Advertising Agency, Detroit, and 
secretary to the president of Gen- 
eral Motors Corporation. 


Plan Lamb Campaign 
The National Woolgrowers’ Asso- 
ciation, Salt Lake City, is raising a 
$50,000 fund for an “Eat More 
I vamb” campaign. 


having less than 10,000 inhabitants. 


P:t. of 
Number Pet. of total 
of total Net sales net 
stores stores (1929) sales 
eer ere 1,549,168 100.00 $50,033,850,792 100.00 
Pe Caueee elo eesccessescdcete cebu 497.715 $32.13 11,310,627,859 22.60 
REI honed cakadeencncsdr vere 253,322 16.35 9,546,897.913 19.08 
General merchandise ...........++++. 70,263 4.54 7,140,515,384 14,27 
BES ona cdeSekesdedacsecivecis 122,960 7.29 4,315,234,497 8.62 
Lumber and building............... 79,839 5.15 3,637,053,607 7.27 
Furniture and household............ 44,417 2.87 2,286,007,992 4.57 
Restaurants and eating places...... 135.674 8.76 2,097,170,528 4.19 
Country general stores*............. 87,683 5.65 1,927,622,967 3.85 
Cigar stores and cigar stands....... 33,381 2.15 417,239,780 83 
Coal and wood, ice dealers.......... 22,426 1.45 1,265,354,398 2.53 
ee MOO 2 canneesen ceeeen ede nd 57,716 3.72 1,683,834,442 3.37 
Feed stores, farm implements, and 
Rosman” GUT occ ccccccceesess 29,071 1.88 1,228,472.599 2.45 
PEE. -hoseecerseebeansere nécaevdes 9,391 .60 177,488,758 35 
SE COREE dens ctesentsicccnenes 20,095 1.33 536.949.551 1.08 
Musical instruments and music stores 2,174 14 43,137,795 09 
TESU GOED. ccc cicesccccscccecence 7.643 49 127.943.5644 .26 
Radio and music stores............. 15.299 99 535.252.9890 1,07 
Seeds, bulbs, and nursery stock dealers 1.454 09 70,967.632 14 
Cther vetell Geres....cccccccccscces 53,980 3.48 1,533.114,912 3.06 
Second-hand stores ...........sess0. 14,665 95 152.964,163 31 


Per 
capita 
sales 

$407.52 

92.12 

77.76 

58.16 
35.15 

29.62 

18.62 

17.08 

15.7 

3.40 

10.31 

13.71 


*Corbination food and other merchandise stores. This classification used only in places 


KIND OF BUSINESS Number Pet. 
(Description of stores not identical with of Net sales total 
commodities sold.) stores (1929) sales 
Teles, CEP RE ono bv 60 sawh 6 cw ks 600s isecenne® 1,549,168 $50,033. 850.792 100.00 
ee ey ee ee er es 497,715 $11,310,627,359 22.60 
Candy and confectionery stores: 
Cer SRONER CROR GURUTED oc 6006.000000000800 s0000 3,672 39.516.337 08 
Confectionery stores (candy and fountain)..... 62,648 653,934,858 1.31 
Dairy products, eggs, and poultry stores: 
Dairy products, butter, cheese, ice cream dealers 
CRGEEENE TEED ceccceccescccccccesivcccocce 5,604 469 832,962 94 
Eggs and poultry dealers..............eeee0. - 3.888 92.520,428 18 
Milk dealers (incomplete)t........ sactebede decks 2,524 223.231.612 45 
PORORNINNS BEUIEE c cc cuss sce cdesececsccestieresces 9,234 169.431,242 34 
Fruit stores and vegetable markets............... 22,525 315,053.495 -63 
Grocery stores (without meat departments)....... 204,345 3,738,633,754 TAT 
Combination stores: 
Groceries with meats ......cccccccccscccccseces 94,923 3,216,155.968 6.43 
Meat markets with “<The Shes tL eUbeeerwennees 26,674 886,124,339 1.77 
Meat markets (sea f : 
Fish markets (sea fooda) ceenevnecsdetbssaeacart 6,097 85,355,592 17 
BERR GREED cccccccccccccesccccesecsceecocee 40,574 1,147.323,387 2.29 
Py ND BNE cc ccd eccc ccc csccssvecssccccce 12,076 198,851,173 40 
Other food stores: 
2 eo acet coaee eave seede es hee bid 1,496 55.585.872 wt 
PUPGd PUCRUSER, MOMSTE)... 0. ccccccccccecscocess 611 7.497.371 02 
General food stores. .....ccsssscccccsccsccecces 824 11,578.969 .02 
Country general stores, total. .........0ccececceenes 87,683 $ 1,927,622,967 3.85 
Country general stores (miscellaneous merchan- 
Se WE, IIS 0 0s. 0.0 0000 6000500500 0ReneNe 49,319 1,185,893,664 2.37 
Country general stores (groceries with clothing 
GREAT GED co cccccsscsecesccccecceccessteseas 4,042 74,900,665 15 
Country general stores (groceries with dry goods 
rarer ree coe 34,322 666,828,638 1.33 
General merchandise group, total............0005 ee 70,263 $ 7,140,515,384 14.27 
Devartrrent stores: 
Department stores with food departments 
($100,000 and over exclusive of food sales)... 773 779,863,797 1.60 
Department stores without food departments 
CS ee ee aera ay 4,151 3,520,764,425 7.04 
Dry goods stores: 
Dry goods stores with food departments........ 8,509 217.978.008 43 
Dry goods stores without food departments..... 31,881 834,582.520 1.67 
PROCS GIEOES GESTED cc cccccnccccceccsecoccceccees 686 22,020,455 04 
General stores: 
General merchandise stores with food depart- 
DE Boeken cud cuheeenunb name chttas) +s 7,960 547,568,156 1.09 
General merchandise stores without food depart- 
PRT TT TTS TTTETTCTT TETETTTT PET e 4,024 310,761,531 62 
Army and navy goods stores.........0...seeeee 659 17,851,995 .04 
Variety, 5-and-10, and to-a-dollar stores.......... 11,620 869,124,497 1.74 
Peer eT erry reT yer eee ee 253,322 $ 9,546,897,913 19.08 
Motor vehicles (not including separate used-car 
establishments) sales and service..........++++. 41,158 6,169,463,534 12.33 
Used-car establishments (automobiles and trucks) 3,179 146,860,405 .29 
Accessories, tires, and batteries : 
Accessories, tires, and batteries..............- 11,643 347,463,161 -69 
Battery shops (including repairs)....... 5,625 79,016,117 .16 
Tire shops (including tire repairs)......... 6,971 205,838,872 Al 
Filling stations: 
Filling stations (gas, oil, and fuel oil)....... a 55,787 930,349,093 1.86 
Filling stations with tires and accessories....... 33,443 650,818,939 1.30 
Filling stations with candy, lunch counter, te- 
bacco, groceries, or other merchandise........ 34,749 302,674,433 61 
Motor cycle, bicycle, and supplies shops: 
De GE COMED. cnccentecoesdéesecccecesess 250 7,604,548 61 
Bicycles, motor cycles, and supplies............. 373 6,317,360 1 
PE SD. Khu s 56525 e566506 6bOS66 0690060608 800 7,628,195 02 
Garages—repairs, gas and oil, etc.: 
Body, fender, and paint shops.................. 3,297 48,524,225 .10 
Garages (repairs and storage, gas, oil, accessories) 54,199 603,579,817 1,21 
Parking stations, parking garages, and lots (sale 
GE GOD GRE GE) oc cscccwesccccesesecesese Croce 742 18,190,119 .04 
Radiator shops (including repairs)..... éeheaees 752 6,427,564 01 
Other automotive establishments : 
Aiverelt GRE QOCCIOTIND so o.o.5 bic cccscccverceses 102 4,539,982 01 
Boats (motor boats, yachts, canoes)............ 252 11,601,549 .02 
Amer B70ND, tod... cocceccccccnscceseseovesesves 112,960 $ 4,315,234,497 8.62 
Men’s shops—men’'s and boys’ clothing and fur- 
nishings : . 4,027 217,790,080 43 
re, ee «GI, 6 v.gc cccecncecceccevees 1,365 38,679,984 .08 
Hats and caps (men's and boys’)............++ 9,038 209,297,573 42 
CD coi chew ek bO 5s cheb eeencece 13,763 812,817,054 1.62 
Men's clothing and furnishings................. 994 24,094,226 05 
Women’s and children’s ready-to-wear shops: 
ee | Oe ere rere eee 18,403 1,088,905,095 2.18 
Women's ready-to-wear specialty shops—apparel 
Se WIND a 5.06066 6095005 50085555 5000500 9,484 560,324,037 1.12 
Clothing stores—men's, women's, and children’s. . . 12,845 165,955.590 .33 
Se cl concer eebaknakitecssbancews 1,318 58,924,568 12 
Shoe stores: 
ESE I ae Sarees arene ene eer . 1,595 125,302,902 25 
PED, n.n.0 686K ACORESDEE SS CONSE 066008800508 21,452 615,040,822 1.23 
Men's, women’s, and children’s. ~hs 2,306 107,507,157 21 
FRR rer eee rT Tee TU 1,936 55,413,338 ae 
Hosiery shops and knit goods shops: 
Rn ooo cbs bE UENCE REKEDES-6000 9666 424 11,228,900 .02 
Se QE HD « voccncccceseeeevccsevecssvese 1,900 37,241,501 .08 
Other apparel and accessories shops: 
Corsets and lingerie shops.............e...e008 11,263 164,676,938 33 
CE CHET nc ec ccc ccc ccescovccccesssesencs 432 10,229,254 02 
EID 5 6c. 0s.0:5:006.06 000 005000seccccdebecee 277 10,298,803 .02 
DS WR GI eon. 0 0:6 o:bic0 5 kk0 00 cece neeeas 118 1,053,037 * 
Umbrella shops (umbrellas, parasols, canes).... 20 453,638 bd 
Furniture and household group, ee ee ee ee 44417 $ 2,286,007,.992 457 
ee ER ae rere e rere 25,070 1,524,381,326 3.04 
Floor covering, drapery, curtain, and upholstery 
stores: 
Drapery, curtain, and upholstery stores..... ee 958 20,246,292 04 
Floor covering stores ......... obaeoekesd 1,517 105,091,437 21 
China, glassware, tinware, aluminumware, ete: 
PRETIORS .. 0.0.6 6 9 5Gh5w bdo bk cveerccecetseecce 45 2,950,086 1 
China, glassware, crockery, tinware, * enamelware 1,084 45,778,431 .09 
Hovsehold appliance stores: 
Household appliances (electrical) .. 8,033 264,332,216 .53 
Household appliances (other than electrical) ane 2,150 110,195,584 -22 
Refrigeration (electric only) ............ aeeaee 392 37,985,411 07 
Refrigeration (electric and gas)......... scene 208 13,345,939 .03 
Other home furnishing and appliance stores : 
Antique furniture with some used furniture.... 511 8,065,640 .02 
Rrushes and brooms ...... Csesecorcces Skedeas 250 7,590,914 01 
Pictures and framing ......... coseneses oenenee 675 9,082,246 .02 
pa <. U RRee eee eeee 519 8,395,599 .02 
DE WE, shinee cinendsvedsiecsscetec cues 1,339 49,802,414 10 
Awnings, flags, banners, window shades, and 
ee ea 506466006 056550006060 50085 66 821 15,477,961 03 


— ——. 


DIVISION OF RETAIL TRADE BY TYPES OF STORES 


KIND OF BUSINESS 
(Description of stores not identical with 
commodities sold.) 
Emteriow GeeGGROGER ccccccccccsccscccccccccccccs 
EGURGS GRE GROED ccccccccccceencccccccccecces 
Other home furnishings and appliances stores. . 


Restaurants and eating places, total...............++ 


Restaurants and cafeterias: 
Cafeterian ........ceeeee DRED AS EW 0P 0660008000 
PEED. «cc ccdbcdbnesesdeesereccccesceeceses 
BE GUND ic cubsnsedssaGctabeveccecscccscccecs 
Lunch counters, refreshment stands, box lunches: 
PE DEED $c cckebdeSEGec sade caneccccccoccccse 
RD CUNROOUE a ciweceudensbetese coscceseseces 
Fountains, soft drinks, bottled beverages : 
PEMD §$cnceehOhsetcdesbdcoderecccceccedsnesce 
Fountain and lunch 
Soft drink stands.... 
EY WRN CE chen ene edsbh cent ss s0seeccerces 


Lumber and building groups, total................+. 


Lumber and building materials, at retail (includ- 
ing roofing) : 

Lumber and building materials................. 

RT SUPE. cc crarscedecsccesveceess 


RE I Sarr dn She cbbesoccccsecscdneeeee 
ae eek eas oc oe cess 6neens 
Heating and plumbing (including heating appli- 
ances ) 
Heating appliances and oil burners.............. 
Plumbing, heating, ventilating (including fix- 
SUED Bb sbREb ere cc erdccceccotececcoccccceoes 
Paint and glass stores: 
re ne sence cen ee eoere 
ee I orden cisecccrccevaneous 


Cigar p> a and cigar stands : 
Cigar stores with fountains.................... 
EE, Bee RRR ERR begs cccccenecsece 
Cigar stores without fountains................. 
Coal and wood, ice dealers: 
ce cece re cccsccescece 
Ice dealers (except manufacturers)............. 
oF FF OO rrr Te 
Drug stores: 
Drug stores without fountains.................. 
Drug stores with fountains.................... 
Feed ie farm implements, and farmers’ sup- 
plies 
Farm i and i Baas 
Farm pe «anew a ee grain, and feed.......... 
Feed stores .......+.005 PTT rer ee eT ETT 
Fertilizer stores ...... SHeeceece 
Harness shops eeeesece $ubSodoereveseeseccosores 
Farmers’ pp (includi ranch, dairy, and 


Florists - ET & 290.0080 nses 
Gift shops—novelties, toys: 
. 2 errs we 


Art and gift shops.......... pica bew buxde tee 
Novelty and souvenir shops. seGuh Hosdeccecesccves 
Jewelry stores: 
Jewelry stores (installment credit).............. 
GE GED cccccvesddcricsecesceese eee newness 
Luggage and leather goods stores................. 
— instruments and music stores (without 
DN CEb ob SMG bS08 49000 8S RE SOS 05s0 bbb Canad < 
Se SED bnadteskentasd bee heeereeso0eg easd.e6 
Office, school, and store supplies and equipment 
dealers : 
Office and school supplies.............-eeeceeees 
Office and store mechanical appliances, at retail 
Office and store furniture and equipment dealers 


Store AxtUrew ...cccccscceses $600664608sb000605 
EE, c56n bake bd.06 05005664050 0005060e06 ERS 
Opticians and optometrists 6660000060664600008 068 
Radio and music stores: 
Radio and electrical shops Se oi a ited wee KOK eS 
Radios and instr tank sete heoenss 
Sporting goods, mikietie and playground equipment 
stores : 
Sporting goods specialty stores (including athletic 
GUESS cc cccccccecscceeresecsedcossccece 


Sporting goods, toys, and stationery 
cen and medical instruments and supplies, at 
GUNN oboe cecescesecasccenccnsoveccoscce ° 
Scientific and dical office Be veteseevess 
Seeds, bulbs, and nursery stock dealers. . TTT 
Stationers and printers: 
Blank books, accounting, and legal forms....... 
Paper and paper products.......ccccssescscces 
Printers and lithographers (retail |) 
Stationers and engravers (retail sales)......... 
Not otherwise specified: 
Art galleries (sales)........... Ee eee ere 
Be I 6605556. 056569500040 soc ersrecccees 
Artists’ supplies ..... EEE EIS 
Auction houses (miscellaneous goods at auction) 
Autographs, philatelists (stamps).............. 
BURTREEEE TEREOEE cc ccccsocscccccccccvcscesees 
Barbers’ supplies, at retail..........cecsecseeee 
Beauty shops and barber shops, merchandise sales 
EE  05.cch kad 6e uted Se b5-66.4:6043406.0456000 
Cameras and photographic supplies............. 
GOOG GE WRB cc cere ccccccececcoccecces 
Chemicals, other than drugs...............0++- 
a -* palinnnetaeny boxes, crates, casks (retail 
WED” Socdnnes 40000000608 Seebace eae ssneeenns 
Dental supplies, at retail............ceeeeeeeeee 
Toilet articles and preparations "(including per- 
DEMAED) cc ccvccccccoscccccescvcessseocceses eve 
Embroidery, needlework, and stamped goods Evese 
Institutional stores (not for profit)......... — 
Iron, steel, and metals, at retail....... ee ee 
Leather and findings, at retail............+.506+ 
Livestock dealers ...... Pre oe eee 
pT eee Sd eeteneredseces rT TTT 
Malt products and supplies...... én6bs bkuek sees ‘ 
Monuments and tombstones............+.++.00++ 
Patent medicines, epee perfumes, extracts, 
QO. coccccccccccccccescecvecsescccccccccccece 
Pet shops (animals, birds, ‘ete.) OS eee rer 
alia, badges, and emblems...............++- 
Religious goods stores (including religious books) 
Rubber goods stores 
SD SII 6.6. 6.6026.6. 0 b5.ko CO KEES USES ES CO 40000 
Sanitary supplies (insecticides, disinfectans) . 
FO ere eee 
Se SE vc 6nd n 0.00. 0-000843-0000s edb ced os sneneoe 
Undertakers’ funeral supplies (include some 
DORVEROD ac ccccccccocccccoscececcecsecccescese 
PE, SEE, on i cobecandcaeccesestacenceue 
Unclassified ......... cokes bps 0S495S SS UERECKE SS 


Donnan G6eeed, BOM so osccscccecedeccovessesess 
Tires, accessories, and parts (motor cycles, bicycles, 
and supplies, second-hand) ..:........e.e+e.s055 
Tires and batteries (second-hand) “~ 
Furniture (second-hand) ..........ccssscecsseces 
Ie: CRED nnn ds b3600siaeosade iodesdobeds 
Clothing, shoes, etc. (second-hand) ............... 
Building materials and hardware (second-hand).. 
Hardware stores (second-hand)..............-.005 
ee ee ears ree 
Office seonnaen (secondhand, including  type- 
GED 00:0: 8% 0.6 0.40.0 46 b5.0.000000000 9500600008090 
Radios. I —- instruments, second- 
DOD: 66 ubaers 66460665 65564.50508 04 60 de 24 c000e C00 
Musical instruments. "(including pianos, second- 


eS a eens ee eee 
Other second-hand stores: 

Store fixtures and equipment (second-hand) . 

Used barrels, boxes, crates, casks, sawdust, etc. 


— ( d-hand, second-hand 
Howschold appliances (second-hand) ............ 
TEOPROED WOPOREE. 000s ccs cecaconsccscvesscce ontse 
Unclassified second-hand merchandise........... 


*Less than one-hundredth of 1 per cent. 
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Number Pet. 
of Net sales total 
stores (1929) sales 
619 59,440,552 12 
223 8,787,762 01 

3 108,182 * 
135,674 $ 2,007,170,528 4.19 
2,124 181,471,378 36 
36,011 918,017,192 1.83 
55,045 695,210,538 1.39 
148 6,092,133 01 
29,654 199,142,046 40 
802 11,636,881 02 
1,761 37,730,707 08 
9,478 35,169,434 07 
660 12,700,224 03 
79,839 $ 3,637,053,607 7.27 
21,672 1, 892,604,099 3.78 
2,661 181,123,500 .36 
2,929 51,475,818 10 
26,555 861,648,140 1.72 
4,008 105,430,281 21 
1,635 64,163,345 13 
11,352 279,659,011 56 
1,278 22,367,324 05 
7,749 178,582,089 .36 
252,630 $ 7,619,756,382 15.23 
2,647 112,257,299 -22 
3,651 58,500,766 12 
11,330 86,955,320 ont 
18,400 271,783,694 5A 
16,123 979,959,541 1,96 
3,771 87,971,384 17 
2,532 197,423,473 .39 
23,451 545,681,054 1.09 
34,265 1,138,153,388 2.27 
5,840 234,248,834 47 
954 64,074,020 13 
11,659 609,644,278 1,22 
1,191 24,837,663 .05 
3,585 22,633,723 04 
5,842 273,034,072 55 
9,391 177,488,758 35 
629 12,055,742 -02 
3,130 38,417,311 .08 
2,473 28,206,898 06 
612 59,095,999 12 
19,483 477,853,552 96 
1,429 42,707,007 .09 
2,174 43,137,795 09 
7,643 127,943,544 26 
1,427 68,817,349 14 
1,410 121,045,791 .24 
1,148 102,595,816 21 
358 18,433,014 04 
833 41,228,679 .08 
2,984 49,514,609 10 
10,915 296,066,225 59 
38: 239,186,755 48 
1,423 49,032,233 .10 
583 19,921,302 -04 
658 40,171,523 08 
10 1,031,387 s 
1,454 70,967,632 14 
120 6,664,886 O01 
418 13,709,990 .03 
1,209 17,580,492 .04 
2,340 78,195,321 16 
134 31,891,976 06 
59 739,785 ad 

90 3,885,583 01 

173 21,204,634 .04 

84 1,704,447 s 

17 822,868 s 

188 5,680,488 1 
1,551 17,430,626 .03 
462 4,002,174 1 
730 28,901,938 -06 

34 1,099,739 01 
146 6,583,982 01 

72 2,173,791 bd 

211 15,575,831 -03 
747 16,096,976 .03 
834 8,105,473 .02 
54 907,323 s 

145 5,093,567 01 
233 4,766,937 O01 
1,322 36,998,794 07 
543 51,537,650 .10 
2.183 27,316,634 .05 
2,561 49,834,834 10 
1,295 16,950,999 .03 
878 7,733,898 02 
156 6,363,434 -O1 
417 19,367,205 04 
138 ,938,612 mi) | 
108 3,450,700 1 
356 9,949,101 .02 

30 1,663,503 mi) | 

544 10,026,601 .02 
9,331 182,406,310 36 
62 3,205,630 O01 
3,325 66,118,396 13 
14,665 $152 ,964,163 31 
2,005 20,012,277 04 
506 2.598.604 1 
5,640 39.963.1 4 08 
1,468 34,212, 7 
2,357 11.451. 311 .3 
239 8.627.868 02 
175 1.975.238 * 
157 2,247,343 * 
104 2,374,627" * 

28 311.398 * 

18 134,997 bd 

159 2.892.867 mip | 
313 8,045,203 02 
161 6.748.668 01 
108 1,245,484 Ad 
203 1,257,333 * 
1,024 8,865,322 .02 


+*This classification is incomplete due to the obvious difficulty in locating milk dealers. 


Steps are now being taken to correct this condition. 


tSee also ‘‘Radio and electrical shops’? under “Other retail stores.” 
§Classification used only in places having less than 10,000 inhabitants. 
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ADVERTISING AGE 


September 5, 1931 


Darrett Quits U. S. 


Dr. J. J. Durrett, since May 3, 
1928, chief of drug control, Federal 
Food and Drug Administration, re- 
signed August 31 to enter commer- 
cial work. His successor is Dr. 
Frederick J. Cullen. 


Sell lowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . . . one colo 
and black in Daily or Sunday news sections 

four colors in Sunday Rotogravure 
. four colors in Sunday Comi« 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


y 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;: 310 East 45th St. 
CHICAGO - 210 So. Desplaine St. 


and 34 other cities 
EE, ll AR Ny, ts. S.A BR Ay 


section . 


The one 
NATIONAL 
MAGAZINE 
of its size and 
importance 
which is edited 
exclusively 

for 


teen-age girls 


AmeriéanGidl 


THE MAGAZINE FOR ALL GIRLS 
Published by GIRL SCOUTS, INC. 
67Q Lexington Ave., New York, N. Y. 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


CHICAGO PHILADELPHIA 
Powers & Stone, Inc. Harry E. Hyde 
First Nat’l Bank Bldg. 548 Drexel Building 


N. E., South Atlantic and New York 


(except New York City) 


Powers & Stone, Inc. 
369 Lexington Ave., N. Y. C. 


PRESIDENT FISHER CONGRATULATES THE WINNERS 


FISHER BODY 
WILL CONTINUE 
GUILD PROGRAM 


(Continued from Page 1) 


judged in the national awards. 
There was an honorable mention in 
each group in each state, and a 
whole list of cash craftsmanship 
awards, for those doing outstanding 
work in specialized craftsmanship 
lines, as represented in woodwork- 
ing, metalworking, painting, trim- 
ming or upholstering on_ their 
models. 

July was spent in judging the 
Fisher Guild models, of which sev- 
eral thousand were submitted out of 
the Guild’s 145,000 enrollment. The 
mortality during that last week of 
school was terrific, but most of those 
who failed to get in under the wire 
will be along with models this com- 
ing year. 

Judges were recruited right in the 
builders’ own states, two local men, 
in each instance, working with a 
judge from Guild headquarters. 
Their findings determined the boys 
who were to make the Detroit trip. 

From July on, everything was 
pointed toward August 23, when the 
boys were to arrive, under adult 
chaperonage, for the Detroit meet- 
ing. The youngsters were given ex- 
plicit instructions how and when to 
start and were met en route. 

Of the 104 boys entitled to the 
Detroit trip, every one came. Fisher 


| established its contacts with parents 


or guardians in each_ instance, 
showed them its elaborate set-up for 
bringing the boys in, and overcame 
any reluctance which was encoun- 
tered at first. 

Though parents did not know it at 
the time, the boys were covered with 
insurance, and there was medical 
attention with their party from start 
to finish of their trip. 


Get Police Escort 


The boys spent four days in and 
around Detroit, traveling from place 
to place in chartered buses with 
motorcycle police escorts, and see- 
ing everything there was to see. And 
all these activities came after, not 
before, the climax of the Guild com- 
petition—the Guild dinner to state 
winners, at which the scholarship 
awards were made. 

This arrangement, involving an 
anti-climax, perhaps, was preferred, 
Fisher people explained, to its alter- 
native, which would have kept the 
boys under a strain until the end of 
their stay. 

The Guild dinner was broadcast, 
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GUILD SECRETARY 


H. J. C. Henderson, sales and ad- 
vertising manager of the Fisher 
Body Corp., also serves as secre- 
tary of the Craftsman’s Guild. 


as the General Motors hour for that 
week. Graham McNamee was mas- 
ter of ceremonies, and introduced 
President Alfred P. Sloan, Jr., of 
the General Motors Corporation, 
President Fisher of the Guild, and 
each of the winning boys, who after 
receiving their awards established 
another precedent by going on the 
air with messages for home. 

The Guild had set the stage for 
its dinner by having the big audi- 
torium in the General Motors Build- 
ing transformed into an accurate 
replica of the ancient Guild Square 
in Brussels. 

The Hotel de Ville, the ancient 
Guild halls, the Maison des Dues, 
and other architectural features of 
the famed Grand’ Place were repro- 
duced, room-high, in all their rich 
detail, and the use of tall candles for 
light, on the bare black tables, the 
uniforming of the waiters in medi- 
aeval garb, and the French blue 
berets worn by the boys all heigh- 
tened the effect. 

Special guests of the Guild through 
the week included the following edu- 
ecators, who are members of the 
Guild’s honorary board of judges: 

S. W. Stratton, president, Massa- 
chusetts Institute of Technology; W. 
F. Durand, professor emeritus, Me- 
chanical Engineering, Leland Stan- 
ford University; D. S. Kimball, 
dean, College of Engineering, Cor- 
nell University; R. A. Millikan, pres- 
ident and chairman executive coun- 
cil, California Institute of Technol- 
ogy; P. R. Kolbe, president, The 
Polytechnic Institute of Brooklyn; 
M. L. Brittain, president, Georgia 
School of Technology. 

E. A. Hitchcock, dean, College of 


Engineering, Ohio State University; 


the Rev. T. A. Steiner, C. S. C., 
dean, College of Engineering, Uni- 
versity of Notre Dame; George J. 
Davis, Jr., dean, College of Engi- 
neering, University of Alabama; 
Thomas S. Baker, president, Car- 
negie Institute of Technology, and 
R. L. Sackett, dean of Engineering, 
Pennsylvania State College. 

Short talks by these school men. 
made extemporaneously at the in- 
formal meals during the Guild con- 
vention, were designed to confer 
lasting benefit on the youths. 

The presence of these men was an 
evidence not only of the widespread 
endorsement of the Guild program, 
but also of the high plane on which 
it was conducted. It is also an ex- 
planation of the fact that thousands 
of columns of news matter about the 
Guild found its way past hard-boiled 
editors in every part of the country. 

As for the reaction of the public— 
and it is the nature and extent of 
this reaction which will dictate the 
ultimate verdict regarding the Guild 
—there are already thousands of let- 
ters on file at Guild headquarters 
which give a hint of what that ver- 
dict will be. 


Publish Fair Paper 


The Indiana Daily Student will 
be published daily at the Indiana 

tate Fair at Bloomington. The pa- 
per, to appear five mornings, will be 
distributed without charge. Students 
of the University of Indiana will be 
in charge. The paper is _ self-sup- 
porting. 


Cellophane Used 


by Berry Growers 


The Blue Berry Corp. Association, 
New Lisbon, N. J., used Cellophane 
this season on the top of quart boxes 
of Harvest Moon berries. 

_ The wrapping protected the ber- 
ries from drying and unnecessary 
handling. 


More Racquet Copy 


The Dayton (0O.) Racquet Com- 
vany has placed its account with the 
J. Horace Lytle Company, Dayton 
agency, in an expansion program. 
R. R. Hovatter has been appointed 
sales and advertising director of the 
company. 


Ralph Davis Dead 


; Ralph Davis, commercial adver- 
cising manager of the Bell Telephone 
Co., Reading, Pa., died suddenly last 
week. He was one of the mainstays 
of the Reading Advertising Club. 


Byrum-Shaw Move 
The Byrum-Shaw Advertising 
Agency, Denver, has occupied new 
offices in the Patterson Building, the 
telephone number being Tabor 7745. 


Opens Women’s Shop 


The Hub, Chicago store for men, 
has opened a shop for women in 
Evanston, Chicago suburb. 


Announce Trade-in 


Plan for Gas Lamps 

The Coleman Lamp & Stove Co., 
Wichita, Kan., has perfected a plan 
by which dealers can offer a $1.50 


pressure lamp or lantern. 

The dealer’s margin is protected 
by a special merchandise offer on 
six-unit purchases. 


Get Coal Account 
Stevens & Wallis, Salt Lake City, 
have been appcinted to conduct a 
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and Northern California. 


Agency for Toys 
The A. Schoenhut Co., Philadel- 
phia, toys, games and novelties, has 
appointed the McLain Organization, 
which plans a winter newspaper 
campaign. , 


Heads Nashville Agency 

Phil O’Brien has purchased con- 
trolling interest in the Holt Adver- 
tising Co., Nashville, and has be- 
come president and general manager. 


Start New Weekly 
The Richmond County Journal 
will make its appearance at Rock- 
ingham, N. C., September 8. 


MOTOR — AMERICAN DRUGGIST 
AMERICAN ARCHITECT — AROMATICS 


Research 


Service 


OFFERS: 


Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45th Street 


New York 
333 North Michigan Ave., Chicago * 
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For Dependable 
Photostat Service 


FA RUSSO irc. 


230 PARK AVENUE 
60 E. 42nd St. 250, W. Sith St. 
VAnderbilt 3—9975-6-7 
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HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 


Estab. 1917 Horace H. Nahm, Pres. 


100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 
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ADVERTISING AGE 


{00,000 GROUP 
CHANGES NAME: 
ELECTS BURBACH 


Chicago, Sept. 3—The 100,000 
Group of American Cities, Inc., an 
organization of 106 leading news- 
papers, incorporated in 1924, to 
serve manufacturers’ sales and ad- 
vertising executives with standard- 
ized market studies, announced that, 
effective September 1, the corporate 
name was changed to Major Market 
Newspapers, Inc., better to identify 
its work. 

George M. Burbach, advertising 
director of The St. Louis Post-Dis- 
patch and a member of its board of 
directors; has been elected president 
of Major Market Newspapers, Inc., 
succeeding the late Walter A. 
Strong. 

Other changes in the official per- 
sonnel include the election of Harry 
T. Watts, business manager of the 
Des Moines (lowa) Register and 
Tribune, as vice-president and the 
election of the following newspaper 
executives to the board of directors: 

Colonel Frank Knox, publisher of 
the Chicago Daily News; William F. 
Johns, general manager of the St. 
Paul Dispatch-Pioneer Press and J. 
Russell Knowland, Jr., assistant pub- 
lisher of: the Oakland (Cal.) Tribune. 

Issue New Edition 

The 1931-1932 edition of “A Study 
of All American Markets” is now 
planned for distribution during the 
week of September 14. 

One of the most important of the 
new features of the 706-page volume 
is a complete analysis of each asso- 
ciated newspaper’s circulation, indi- 
cated on each market map by coun- 
ties, with the total number of fam- 
ilies in each county. 

Also included in the book is a ser- 
ies of 49 state maps. On each is 
shown the location of every town of 
1,000 population or more, with the 
number of families in each county, 
and the combined circulations of the 
106 newspapers associated with 
Major Market Newspapers, Inc. 


Decline Copy 
Calling Sales 
‘Plain Hokum’ 


New Orleans, La., Sept. 3—The 
New Orleans Times Picayune and 
Daily States rejected an advertise- 
ment of Stevens, one of the smaller 
men’s wear stores, while the Jtem 
accepted the copy for all editions. 

The advertisement was _ headed, 
“Dollars or ‘Sense’—which?” and it 
said: 

“This story has to do with sense 
we have in our heads rather than 
cents in our pockets. The Amer- 
ican public has plenty of both or it 
wouldn’t be the most powerful coun- 
try in the world today. 

“Our sense of merchandising gives 
you a full Dollar’s worth 365 days 
in the year in everything we sell. 

“We can’t give you something for 
nothing—that’s common sense and 
you’ll agree with us. 

“We can give you standard value 
goods at attractive sale prices, some- 
times quite low, becaust it’s good 
business to clean our stocks and 
show new goods each season. You 
expect that and you can get it now 
in most departments of our store. 

“But $50.00 suits at $17.98 and 
$2.50 neckties at 69¢ is just plain 
hokum—you can take our word for 
it; we know—and we’re telling you.” 


Three Dailies Have 


New Representatives 

The Wallace (Idaho) News has 
appointed the Thomas F. Clark Com- 
pany national representatives, with 
Arthur W. Stypes Ine. serving on 
the Pacific Coast. 

The Vinita (Okla.) Journal has 
placed its representation with Ford. 
Parsons, Stecher, Inc., who have 
also been appointed by the Walla 
Walla (Wash.) Union. 


NEW SECRETARY 


Roland Schmedel 


Schmedel Club 
Secretary at 
Indianapolis 


Indianapolis, Sept. 3—Roland 
Schmedel, assistant to Warren Fair- 
banks, publisher and general man- 
ager of the Indianapolis News, has 
been elected secretary of the Indian- 
apolis Advertising Club, succeeding 
Lester Nagley, who had been secre- 
tary of the club for several years. 
Mr. Nagley was compelled to resign 
because of prolonged and _ serious 
illness. 

Mr. Schmedel is one of the most 
active and energetic members of the 
club and is widely known among ad- 
vertising men in Indianapolis. He 
has been in the employ of the News 
for 20 years, beginning in the cir- 
culation department in his high 
school days, when he used to throw 
bundles off the interurban cars. 

He worked his way up through 
practically every job in the circula- 
tion department, and was acting cir- 
culation manager for some months 
prior to his appointment to his pres- 
ent position. He will carry the secre- 
taryship of the club as a side line 
to his regular duties. 


Conditional Entry 
of Foods Is Barred 


Conditional admittance into the 

United States of bran and other 
cereal by-products which do _ not 
meet the requirements of the Fed- 
eral Food and Drugs Act will be 
abolished January 1, 1932. The same 
action on cocoa beans is effective 
October 1, 1931. 
_ Entry is now permitted when the 
importer gives bond to relabel or 
process the product to conform to 
the law. 


May Investigate 
Purchase of WMAQ 


Elisha Hanson, counsel for Sta- 
tion WTMJ, Milwaukee, has asked 
the Federal Radio Commission to 
require WMAQ, Chicago, to file a 
statement giving details of its pur- 
_ by the National Broadcasting 


0. 

WTMJ seeks assignment to the 
870-kilocycle now occupied jointly by 
WENR, also an N. B. C. station, 
and WLS, of the Agricultural Broad- 
casting Co. 


To Meet at the Gibson 


The Hotel Gibson has again been 
selected as the official meeting place 
of the Advertisers’ Club of Cincin- 
nati, Robert M. Fleming, club presi- 
dent, announced. 


New Shur-On Program 


The Standard Optical Company, 
Geneva, N. Y., will resume its radio 
programs September 27 with “The 
Musical Showman,” featuring melo- 
dies from shows of by-gone days. 
The agency is N. W. Ayer & Son. 


Gair Starts Research 


The Robert Gair Company, New 
York, has founded an industrial fel- 
lowship at Mellon Institute, Pitts- 
burgh, for research on moisture- 
prose and greaseproofing paper- 

ards used in cartons and boxes. 


Wallace to Direct 


Advertising Institute 
William F. Wallace, of the Charles 
Paist Co., Philadelphia addressing 
house, has been appointed director 
of the Poor Richard Club Advertis- 
ing Institute on a full-time basis for 
four months. 

He will be in charge of the noon- 
day meetings to be staged during 
the next nine months. Norbert A. 
Considine, president of the club, is 
chairman of the program committee. 


Start “Institution 
Management’ in N. Y. 


Institution Management will be 
published as a monthly from 420 
Lexington avenue, New York, in 
November. A 9x12 type page has 
been adopted. 

The paper will discuss manage- 
ment problems of hospitals, colleges. 
hotels and other institutions. 


Name Dyer-Enzinger 

The Essential Products Co., Mil- 
waukee, household specialties, has 
appointed the Dyer-Enzinger Com- 
pany, Milwaukee agency, which will 
use general magazines. 

The same agency will use news- 
papers for the ice cream and butter 
of the Meier Ice Cream Company, 
a new account. 


Trade Editor Passes 


Harry J. Daniels, editor of Casket 
and Sunnyside, a trade paper for 
funeral directors, died in his 59th 
year in a hospital in Plainfield, N. J. 
He was formerly editor of The 
American Funeral Director, Grand 
Rapids, Mich. 


Move Battery Account 

Following the merger of two bat- 
tery companies as the Vesta Con- 
solidated Corporation, the advertis- 
ing has been transferred to the 
Charles H. Touzalin Agency, Chi- 
cago. 


O’Cedar Sales Director 

Robert L. Windmuller, who joined 
the O’Cedar Corporation, Chicago, 
in July, has been appointed sales 
manager. He was sales manager of 
Anheuser-Busch, Inc., St. Louis, for 
five years. 


. Mrs. Freeman Dies 
_Mrs. Adele Shaw Freeman, at one 
time managing editor of The Survey 
and later assistant managing editor 
of the New York Evening Post, died 
at Sewickley, Pa., August 31. 


Affirm Tobacco Law 
For the third time, the Utah State 
Supreme Court affirmed the consti- 
tutionality of the law forbidding the 
advertising of tobacco in intrastate 
mediums. 


Editor of “Oregonian” 
Paul R. Kelty, former owner of 
the Eugene (Oreg.) Guard, has be- 


come editor of the Portland Ore- 
gonian. 


Name New Weekly 
_ Twelve Points News-Advertiser 
is the name selected by McCray & 
King, Terre Haute, Ind., for a new 
weekly, in a contest. 


Southern Veteran Dead 

N. R. Thompson, veteran editor of 
the Tallahassee (Ala.) Tribune, died 
suddenly at the age of 58. 


Reorganize Pick 
The committee for the protection 
of the creditors of Albert Pick & 
Co., and affiliated concerns, Chicago, 
has announced a reorganization plan. 


Greet N. B. C. Outlet 


The National Broadcasting Com- 
pany staged a special program for 
its new Baltimore outlet, WFBR, 
August 29. 


Mason Leaves Hearst 
Frank E. Mason has resigned as 
president and general manager of 
International News Service, and 

sailed for a European vacation. 


Opens Radio Office 
Joseph Dana Roberts has opened 
studios in the Northern Life Tower, 
Seattle, to specialize in preparation 

and placing of radio programs. 


Ewers with Agency 
Emmet Ewers, commercial artist, 
has joined Tom Jones Parry, adver- 


tising agent of Seattle, Wash. 


PHILADELPHIA 
IGE PRODUCERS 
FIGHTING BACK 


Open Stores for the Sale of 
Refrigerators 


Philadelphia, Pa., Sept. 3—Ice re- 
‘rigeration and its advantages are 
yeing strongly impressed on the peo- 
le of this city and its environs in 
1 30 weeks’ campaign by the Ice 
Publicity Association of Philadelphia 
and Vicinity, Inc., which is affiliated 
with the National Association of Ice 
{ndustries. 

Similar campaigns are being 
waged in,many other cities. 

Substantial headway has _ been 
made by the use of striking, illus- 
trated newspaper advertising; 24- 
sheet posters for billboards, three- 
sheet posters for ice plants, 16-foot 
Neon light signs for ice plants, re- 
movable card signs, 22x24 inches, in 
metal card-holders, for ice trucks 
and wagons; and removable cards, 
21x27 inches for the front dashes of 
trolley cars. 

In addition to the association pub- 
licity, two member plants have 
opened stores for the demonstration 
and sale of ice refrigerators, 
“manned” by a large staff of trained 
saleswomen. 


Selling Ice Cubes 


Four individual plants, on their 
own initiative, have engaged in the 
manufacture, sale and delivery in 
neat leak-proof cartons of ice cubes, 
the way for which was blazed by 
the mechanical refrigerator com- 
panies; ice delivery men are being 
paid a bonus for information result- 
ing in refrigerator sales. 

One ice cube manufacturing con- 
cern has its own large removable 
card signs on its delivery trucks, 
done in four colors, and the public 
utility companies from which ice 
plants purchase their power are co- 
operating by inserting advertise- 
ments, favorable to ice refrigeration, 
in the newspapers. 

The association is featuring in its 
newspaper copy the names and busi- 
ness of the two refrigerator stores 
mentioned and the ice company 
which introduced the ice cube plan 
is advertising in community weekly 
newspapers. 

One of the outstanding results of 
the operation of the two refrigerator 
stores, it is claimed, is the removal 
of 25 mechanical refrigerators from 
private dwellings and the substitu- 
tion of ice refrigerators sold by 
these concerns. Another is the sale 
of new refrigerators to a large num- 
ber of households which already had 
been using ice cabinets. 

The two stores, one operated by 
the Refrigeration Bureau and Sales 
Company, and the other by the Ice 
Refrigeration Bureau, Inc., allow 
time payments. 

Although the Ice Publicity Asso- 
ciation of Philadelphia and Vicinity 
does not refer directly to any spe- 
cific mechanical refrigerator, or type 
of mechanical refrigeration in its 
advertising, the copy is designed to 
make a strong impression. 

Some of the display lines are: 
“Don’t Speculate! Buy an ICE Re- 
frigerator.” “Ice Never Fails.” “Good 
Ice Refrigerators—They Need No 
Guarantee.” “Refrigeration with ice 
is by far the cheapest way to prop- 
erly keep perishable foods.” ‘““Ice 
and ice alone assures absolutely safe 
refrigeration. No danger, risk, or 
hazard attends its use. 100 per cent 
safe—that’s ice!” 


Use Street Cars 


On Labor Day, for the second time 
this year, 900 trolley cars will start 
to carry on their front dash for a 
two-week period a colored card of 
the Ice Publicity Association. The 
wording will be: “Don’t Speculate! 
Ice Never Fails.” This time the col- 
ors will be green and white. On the 


first occasion, the Fourth of July, 


“NO GUARANTEE” 


@ What Every Woman 
Should Know 


THE ANSWER! "efigerction with ice is by fev 


Oe amen we heaped wey te properly 
keep perishable foods. Every home that uses ice is 
practicing sensible thrift—and sensible thrift benefits 
all but injures none. » » Next, ice and ice alone assures 
bsolutely safe refrigeration. No danger, risk or hazard 
attends its use. 100 per cent safe—that's ICE! 


cooo ice rerniceratons Dont Speculate 
. » THEY NEED e 
O Guarantee 


Visit owr disploy rooms ond 
lei i 


See the NEW ICE Refrigerators at the following stores 
REFRIGERATION BUREAU and SALES CO., 4840 York Rd. 
Phone MiChigan 3838 
ICE REFRIGERATION BUREAU, INC., 224 South 52nd $1. 
Phone Allegheny 6282 
ICE PUBLICITY ASSOCIATION of PHILADELPHIA ond VICINITY, INC. DREXEL BUILDING 


they bore that sign in blue and 
white. 

The Neon light signs on member 
ice plants are permanent. Their 
message is simply, “Ice Never Fails.” 
The outdoor panels are changed 
monthly and the small posters for 
plants are changed every’ two 
months. The truck signs, reading at 
present “Don’t Speculate—Ice Re- 
frigeration—Ice Publicity Associa- 
tion of Philadelphia and Vicinity, 
Inc.,” are changed monthly. 

The association receives monthly, 
in advance, proof sheets from the 
National Association of Ice Indus- 
tries, from which to make selections 
of the mats to be used for the forth- 
coming four weeks’ newspaper ad- 
vertising. A favored size is 168 lines 
although a wide range is offered. 
The five principal dailies—The 
Evening Bulletin, The Public Ledger, 
The Evening Public Ledger, The 
Record and The Inquirer—carry the 
advertisements and four foreign lan- 
guage papers also are used, with 
less frequency. 

The Ice Publicity Association op- 
erates in a 30-mile radius from Phil- 
adelphia, but only Philadelphia 
newspapers are used in the cam- 
paign. There are 25 members in the 
organization, operating 46 plants. 
The association has been active for 
the last fifteen years. Its offices are 
in the Drexel Building, in charge of 
Samuel Freer, the secretary-man- 
ager. The other officers are: J. E. 
Bircher, president; Edward F. Ber- 
linger, vice-president, and Charles 
Dickerman, treasurer. 


Whidden in Spotlight 

With the arrival in New York 
of “Old Ironsides,” Albert S. Whid- 
den, advertising manager of The 
Outlook, came into prominence as a 
great-great-grandson of the man 
who built her. His great-grand- 
father commanded her and _ his 
grandfather, father and father-in- 
law all served on her as midshipmen. 


Two Dailies Appoint 


New Representatives 

The St. Joseph (Mo.) News-Press 

and Gazette have appointed Mitchell- 

+S arses. Inc., in the national 

eld. 

The S. C. Beckwith Special Agency 

is now representing the Petersbor- 
ough (Ont.) Examiner. 


Joins “St. Nicholas” 


Lloyd M. Basler, formerly with 
Conde Naste Publications, Inc., has 
joined the Eastern advertising staff 


of St. Nicholas, Scholastic, and 
Scholastic Coach, New York. 
Koch Makes Change 


S. N. Koch has been appointed 
advertising manager of Broadcast 
Advertising, Chicago, succeeding 
Ray S. Launder. 


Select Advertisers Inc. 

The Motor Meter Gauge & Equip- 
ment Corp., Toledo, precision instru- 
ments and gauges, has appointed 
Advertisers Inc., Detroit. 


Discontinue “Midweek’”’ 

The Chicago Daily News has dis- 
continued “Midweek,” a magazine 
section appearing Wednesday. 


Harvey-Jaediker Move 


The Harvey-Jaediker Service, mo- 


tion picture advertising, New York, 
has moved to 1674 Broadway. 
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PHOTOGRAPHIC REVIEW OF THE WEEK @™ 


A 


NEW LEADERS OF SIGN CONTRACTORS 


Ralph J. Balton, of Balton & Sons, Memphis (Left), new 
president of the Associated Sign Contractors of North America, 
and Edward M. Seay, secretary-treasurer. The association’s head- 
quarters have been moved to Memphis following the annual 
meeting. 


PIRATE CREW DEMONSTRATES “FLAVOR THAT WAS JAVA” 


“Pirates” served Forbes Ripened Coffee on the deck of this old sailing vessel at the 
recent Mississippi Valley Exposition in St. Louis. The scene accords with the tradition 
that coffee must be shipped in wooden ships to retain its flavor. 

The display was prepared by Charles Forbes, advertising manager, assisted by the Yost 
Advertising Co. 


MR. HAUSER LENDS HIS CUP 


Jack C. Hauser (right) who won a leg on the Max A. Berns 
trophy for low net at the tournament of the Chicago Advertising 
- Council, is lending the cup to his boss, Theodore Regensteiner, 
a) ae president of the Regensteiner Corporation for use in his private 


PLYMOUTH FLOATING POWER DEMONSTRATOR 


office. 


VISUALIZING AUTOMOTIVE ADVERTISING THEME oe 4S 
Prophy (acte 


Plymouth dealers have been provided with this device to explain the “floating power” 
emphasized in the advertising. ' 
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PUBLISHERS TAKE DAY OFF FOR TOURNAMENT 


Here are some of the golfers at the third annual tourney of the American Home Mag- 


azine Publishers in Chicago last week. SOLVES DISPLAY PROBLEM 
Left to right, George Bassler, Rhodes & Leisenring Co., winner of low net; an inno- This “stack of merchandise” and card are one piece of folded 
‘cent bystander; Frank Stein, Ruthrauff & Ryan; Jack Wolf, Ryan Printing Co., St. Louis, cardboard. Patents have been issued to the Einson-Freeman 


low gross; Graham Tripp, Tripp Mfg. Co.; Jesse Stewart, Woodman-Stewart Co. Co., New York lithographers. 
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